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| APPLIANCE-TV 


EARLY RESULTS ON GIBSON’S “LIFE” LOTTERY ad 


showed dealer listings pulling in as many as 50 
walk-ins each. And there were 3,158 listings in 
all. Basically, the gimmick was a serially num- 
bered stand-up card between two ad pages in 
the magazine. Subscribers could take their cards 
to Gibson dealers to see if they had one of 500 
lucky numbers. Listings cost dealers $20 each 
(arranged through their distributors), but Gib- 
son threw in a promotion kit valued at $7.50 as 
added incentive. * 


COLUMBIA PHONOGRAPH DEPT. WILL DISAPPEAR from 


current retail, distributor channels after June 1. 
Future marketing will be handled by the Co- 
lumbia Record Division and CBS International 
Division of CBS Inc. Under the new setup, you 
probably won’t see the usual phono lineup. In- 
stead, Columbia will go to market with special 
models—possibly direct from factory to cus- 
tomer—and operate through a specialty sales 
operation. Current phono department staff will 
continue to function until June 30 to serve cus- 
tomers, liquidate inventories. Columbia claims 
it’s not in heavy inventory position, won’t have 
a mass liquidation and therefore will be able 
to close out stocks with “orderly marketing 
deals.” a 


KEY ACCOUNTS MEN GANGED NEW YORK last week to 


pay tribute to Sol Polk, Polk Bros. president and 
newly crowned appliance “Brand Name Retail- 
er-of-the-Year.”’ Also on hand for the festivities, 
bubbling up from hospitality suites to a grand 
finale blowout banquet at the Waldorf, were out- 
going king Maurice Cohen, Lechmere Sales, and 
representatives from this year’s runner-up 
stores: Athens Appliance & Television Co., Ath- 
ens, Ohio; Appliances by Gracie, Springfield, 
Mo.; Britt’s Inc., Orlando, Fla.; Prince Range 
Co., Newark, N. J. * 


TOSHIBA REDUCED PRICES to dealers and distributors 


on its competitive transistor radios. Richard 
B. Stollmack, general manager of Transistor 
World Corp., U.S. sales representatives, said 
price changes were designed to increase margins. 
Nationally advertised retail prices on the radio 
sets won’t be lowered. He added that the reduc- 
tions aren’t just seasonal sales stimulants. As 
evidence, Stollmack cited Toshiba’s 1961 first- 
quarter sales which he pointed out exceeded 
1960’s by 10%. * 


DRYERS WILL PASS WASHER SALES within a year or 


two, Judson S. Sayre, Norge chairman, pre- 
dicted. With less than 20%' saturation now, he 
said in a speech before the Southern Gas Assn. 
in New Orleans, dryers will be the next appli- 
ance to set industry records. He pegged annual 
washer sales at 2.75 million a year and said 
dryers, now selling at 1,250,000 annually, soon 
would reach the figure. * 











Automatic cocktail shaker FROM TORE! INDUSTRIES HAD ONE OF THE LOW- 









































EST TAGS AT THE SHOW. RETAILING IN JAPAN FOR $6.90, THE GIMMICKY 
GIFT FOR THE BAR HOUND WHO HAS EVERYTHING WORKS—ACCORDING TO 
NEW YORK TRANSLATIONS OF THE JAPANESE SPEC SHEETS—WITH MAGNETS. 
STEP-UP MODEL PLAYS MUSIC WHEN YOU LIFT THE GLASS. NOVELTY—PLUS LOW 
TAG—MAKES THE SHAKER A PROBABLE U.S. IMPORT ITEM. 








First Phase Of FM Stereo: 
To Adapt Or Not To Adapt? 


The industry hasn’t got a pat an- 
swer for that question as it races 
to prepare new multiplex equipment. 
Virtually everyone agrees’. that 
adapters, which are basically FM 
radio sets tuned to the subcarrier, 
will be the first FM stereo equip- 
ment to hit the market, but after 
that—problems: 


Price: Right now price quotes range 
from $16 to $100 for adapters and 
probably you’ll see several units on 
the market selling within that 
range. Basically, set makers must 
decide—and this will effect price— 
if they want to produce self-powered 
adapters, which are more costly, or 
a unit which draws its power from 
the existing tuner. 

Manufacturers of packaged units 
are sweating out this problem now, 
but the component industry already 
is taking the more expensive self- 
powered adapter route. 


Practicality: A hot controversy is de- 
veloping over the feasibility of con- 
verting existing sets. A _ sizeable 
number of the package manufactur- 
ers (for example, RCA, General 
Electric, Magnavox) already have 
made provisions for conversion in 
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current consoles and will follow up 
with the necessary adapters. But not 
everyone—and Zenith is a major dis- 
senter—goes along. 

In converting, warned Leonard 
Truesdell, president of the Zenith 
Sales Corp., “everything has to do 
with the quality of the set you have. 
You won’t be able to get multipiex 
on every set. You just can’t take a 
phono jack and make it work.” Tru- 
esdell’s fear: Manufacturers will 
begin rushing out with junk adapt- 
ers. 


Public acceptance: With the failure 
of stereo phonograph converters 
still freshly in mind, the industry is 
openly wondering if the public will 
buy multiplex adapters. The manu- 
facturers’ hope: By making conver- 
sion so simple—‘just plug in the 
adapter”—the public will go for it. 
“After all,” an engineer pointed out, 
“this adapter is not a crutch or 
something temporary. This is the so- 
lution.” 

And at least one product manager 
has held up production on his new 
console line to get in adapter jacks. 
Why? “Because if you don’t have 
provisions for FM stereo,” he feels, 
“you’re dead.” 
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AT THE TOKYO TRADE FAIR: 


These Products 
Drew The Crowds... 
But Check Their Tags 


Air conditioner FROM MATSUSHITA HAS AN AUTO- 
MATIC HEAT PUMP. THE UNIT HEATS OR COOLS A 
286-SQ.-FT. ROOM. JAPANESE RETAIL: $696.11. 


Variety of housewares WITH NEW DESIGNS AT THE MATSUSHITA BOOTH HAD 
NO SET RETAIL PRICES—YET. AND EXPORT PLANS WERE UNCERTAIN. PROD- 
UCTS ARE: A THREE-PIECE BABY BOTTLE WARMER, TWO COFFEE POTS, A JUICER. 





NO PRICE. 


Tape recorders FROM DENKI ONKYO CAN 
SELL ALONE (TOP) OR WITH NINE-TRAN- 
SISTOR RADIO 
RADIO UNIT HAS A $67.77 FOB TAG. 


“Thermo Pac’”’ FROM SANYO ELECTRIC IS A 
PORTABLE FOOD COOLER AND COOKER. 













(BOTTOM). THE WITH- 





Transistor TV sets WERE EVERYWHERE. MANU- 
FACTURERS PLANNED TO EXPORT ‘‘A LOT" OF 


Clock radio, FROM SANYO ELECTRIC, RETAILS FOR $43.10 IN JAPAN. 
THIS SLEEK UNIT IS A TWO-BAND, SIX-TRANSISTOR RADIO WITH A 
FOUR-INCH SPEAKER AND A BATTERY-POWERED CLOCK. 






THEM, WHEN THE NOW-$200 TAGS WERE CUT. 


For more on imports — both Japanese and European — please turn to page 8 








/MARKET REPORTS 


EAST ... NEW YORK CITY—Deal- 
ers were busier—and more confident 
—in the last few weeks. Slow sales 
seemed more a question of weather 
than reluctance to buy. But with the 
unusually severe winter over and a 
belated spring finally beginning, most 
dealers expected better business. 

A and B Home Appliances in 
Brooklyn had its biggest month in 
history in March, and April was 
“normal.” “We’ve had lots of traffic, 
but few sales,” said Aaron Adrian. 
“Business is better,” he said, “but 
credit tighter.” Adrian noted that 
air conditioners had started to move. 
Portable TV was strongest in brown 
goods, and laundry was beginning to 
sell in the white goods department. 
Refrigeration was down, probably a 
result of the normal seasonal shift. 

Business was “pretty bad” at 
Adelman’s in Brooklyn, according to 
Mel Shamberg. He had noticed a 
slight spurt, but didn’t see a real 
rise yet. Price, he said, was the big- 
gest factor in all departments. In 
air conditioning it was the old story 
—gseveral days of summer heat 
brought people in, then the weather 
cooled off and so did sales. Promot- 
ing? “None at all,” said Shamberg, 
“except in the windows. We got rid 
of a lot of stuff that way.” 

Bernie Lesser at White Electric 
on Manhattan’s upper East Side said 
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that business was definitely off, but 
that some lines were “beginning to 
stretch their muscles.” Laundry was 
fair but in Lesser’s area much new 
apartment construction is going on, 
and many of the buildings have not 
only built-in appliances in the apart- 
ments, but laundry centers in the 
basements. “People are afraid to in- 
vest in equipment,” said Lesser, “‘be- 
cause if they move, the new apart- 
ment may already have it.” TV had 
dropped a bit. White’s, a big G-E 
dealer, was holding tight for the 
company’s color sets, and felt that 
the market would improve. 

“IT remember when Technicolor 
first came out and people said it 
would end black-and-white movies,” 
said Lesser. “Well, it hasn’t.” As for 
air conditioners: “Most people asso- 
ciate a hard winter with a hot sum- 
mer. It may put them in a buying 
frame of mind. Let’s hope so.” 

“We never had any real slow- 
down,” said Harry Baum at Radio 
Clinic. “I think we’re fortunate, but 
we keep plugging.” Baum noticed 
that air conditioners had started 
earlier than normal. And color TV? 
“With the entrance of Zenith into 
the picture, things will begin to open 
up. RCA won’t have to just hold its 
own, as it has been doing.” 

Bert Borok at Borok Brothers 
Furniture and Appliances in Newark, 


N.J., noticed that business had start- 
ed to pick up somewhat. Stereo and 
TV were moving well. Borok’s has a 
large stereo and high fidelity depart- 
ment and sends salesmen to Magna- 
vox Training School. This enables 
them to simplify explanations of high 
fidelity for confused buyers. Borok’s 
concentrates on the higher ends and 
was moving a good number of com- 
binations. He said he hadn’t seen 
much activity in air conditioning 
yet, largely because of the cool 
weather. White goods were slow, but 
regular, with low-end refrigeration 
holding the top sales spot. 

EM WEEK asked these dealers what 
they thought about multiplexing— 
what it would do to the AM-FM 
market, whether it would help sales 
and whether dealers would be forced 
to dump non-multiplex equipped sets. 
Here are their responses: 

Baum—“Ultimately it will be a 
boon. But it all depends on how it’s 
presented to the public. If it’s pre- 
sented wrong by the manufacturers, 
it will spoil it for us. Only higher- 
end models of normal AM-F'M should 
be hurt by multiplexing.” 

Lesser—‘“I think they’re bringing 
it out a little too soon. The business 
was just beginning to stabilize and 
get off the floor, and this may add 
more confusion.” As to whether it 
will cause conventional set dumping: 


“It depends on us. It doesn’t have 
to.” 

Shamberg—“I don’t think we'll 
have to dump sets—but we will have 
to do something about them, perhaps 
use the adapters.” 


MIDWEST . . . DETROIT—Although 
employment figures increased slight- 
ly, business hadn’t. Despite the hopes 
of some dealers, income tax rebate 
checks have not improved sales, nor 
have other inducements created any- 
thing more than showroom traffic. 
And so the business barometer re- 
mained about where it was a year 
ago. 

A spokesman for an appliance re- 
tail chain indicated optimism when 
he said: “Even though our business 
has not increased over last year, it 
has not decreased either. Washers 
have moved well since January and 
dryers have dropped drastically. 
TV’s have improved slightly and 
stereo has fallen off. For each gain 
there is a loss, but at least the items 
have compensated enough to remain 
level. Perhaps by mid-year, sales will 
be on the incline.” 

Ed Adams of Adams Appliance 
cited “a 30% March decrease, large- 
ly attributed to poor TV sales. But 
April exceeded our expectations by 
way of washers, dryers and TV. To- 

Continued on page 23 
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AHEAD 
IN THE NEWS 


WILL STATIONS EMBRACE FM STEREO? Preliminary 


replies to a survey conducted by Motorola indi- 
cate they will. A questionnaire was sent to 830 
FM stations throughout the nation and as of last 
week 190, or 23.1%, had replied. Of those which 
had replied, 46.3% said they will convert their 
88 stations to stereo FM—48 in 1961; 20 in 1962, 
and 20 later than 1962. The “yes” stations rep- 
resent 28.65% of the purchasing power of the 
country, an encouraging sign for the future of 
FM stereo. . 


AUTOMATION IS DOING THE CONVENTION CIRCUIT. 


Admiral’s four dealer jmeetings in Las Vegas 
this month will substitute more than 4,500 
pounds of IBM equipment for traditional pretty 
hostesses at registration desks. The machines 
will take care of lists, manifests, ID badges, bag- 
gage tags and attendance records. x 


L-P GASMEN SEE REAL GROWTH POTENTIAL in their 


industry. Frank M. Porter of the American 
Petroleum Institute told 3,000 L-P gas dealers 
in Chicago that there was a 10.5% sales growth 
for liquefied petroleum gas in 1960. Appliance 
manufacturers demonstrated their interest in 
the fuel with many new appliances at the meet- 
ing. Headliner: Introduction of Caloric’s new 
line of gas ranges, the “Heritage Series.”’ News 
that Tappan finally had begun production on the 
gas “‘400” (the electric “400” started the whole 
console trend last year) had the halls buzzing. = 


BEHIND THE SCENES WITH CHRYSLER AIR-TEMP’S 


18,950-unit one-day sale of air conditioners: The 
silver dollars helped distributor salesman enthu- 
siasm, but what made dealers happy were price 
cuts on 1960 merchandise and a 30-unit trip 
deal. Trade reports say the deepest chop was 
$18, others ran about $9. * 


MAGNAVOX TV WARRANTY IS IN THE WORKS. Effective 


LOOK 









May 15, it will offer a year’s free labor instead 
of the current 90-day system. The warranty, 
according to a letter to dealers, will be on sets 
retailing for over $200 and will be announced 
in national ads. Preliminary reaction from Mag- 
navox dealers was mixed. The letter was “am- 
biguous” on factory payment, according to one 
dealer. A Chicago dealer felt the extended war- 
ranty was nothing more than Magnavox offering 
publicly to spend his money. But a New York 
operator said, “The difference between a 90-day 
and a year’s warranty isn’t much. I don’t think 
it will hurt.” ® 


FOR SONY’S PORTABLE TV NEXT MONTH. The 
company’s fully-transistorized battery-operated 
84-inch set will go on sale in New York with a 
list of $249.95, plus $29.95 for the sealed wet 
battery. The set will play for three-to-four hours 
on a battery charge. « 























WHIRLPOOL’S When U.S. astronauts journey in outer space, they 


FAR-OUT may be using ideas developed by Whirlpool in this 


KITCHEN 


mock-up space kitchen. There’s a_ thermoelectric 
freezer-refrigerator, warming oven, hot and cold water 


system and wet and dry disposal devices. Zero gravity 
was major design influence; weight is only 818 pounds 


with food. 





FM Stereo: Zenith Vs. G-E 


Despite exchanges of round-house 
punches, the battle of giants was 
still up in the air at the weekend. 
But the dispute is almost sure to get 
hotter before it is over. 


The fight was touched off by G-E ads 
on FM stereo which claimed the 
Federal Communications Commis- 
sion approved a multiplex system 
“pioneered and proved” by General 
Electric. 

Zenith responded with a scorching 
telegram to Ralph J. Cordiner, chair- 
man of G-E’s board, received no an- 
swer and followed up three days 
later with a complaint to the Fed- 
eral Trade Commission. 


Charged Zenith in a wire to Paul 
Rand Dixon, FTC chairman: G-E 
made minor, if any, contributions 
to the system as it was finally adopt- 
ed, and was apparently engaging in 
a “deliberate compaign of misrepre- 
sentation for the purpose of at- 
tempting to secure an unfair com- 
mercial advantage with dealers and 
consumers.” 

“It is incredible to us,” wrote Jo- 
seph Wright, Zenith Radio Corp. 
president, “that G-E ... should now 
spend vast sums of money in full- 
page advertisements falsely claiming 
to be the sole and original developer 
of this new stereo radio service.” 

Basic idea for the system, Zenith 


told the FTC, was conceived by its 
own research engineers who had 
been working on the development for 
more than three years. G-E’s propo- 
sal to the National Stereo Radio 
Committee differed from Zenith’s 
only in one particular, Wright ex- 
plained, ‘“‘the subharmonic frequency 
relation of the pilot to the subcar- 
rier signal.” 


G-E’s answer came from Hershner 
Cross, general manager of its radio 
and television division. 

“It is our firm conviction,’ Cross 
told Zenith, “that this G-E develop- 
ment, which differed from your ex- 
perimental broadcasts and the stand- 
ards you initially proposed, was ba- 
sic to the acceptance by the FCC. 

“Others, such as Crosby and your 
company, have undoubtedly done 
considerable pioneering in the total 
field of stereo broadcasting. How- 
ever, we feel that the acceptance by 
the FCC of the standards we em- 
ployed ... fully entitles us to the 
claims we are making.” 


The next move? If G-E stops the ads, 
Zenith says it has no complaints. 
But there’s another factor: Crosby- 
Teletronics Corp. notified G-E and 
Zenith that both transmitters and 
receivers used in the multiplex sys- 
tem are the subject of a 1958 Crosby 
patent. 





How JFK Will Aid 


Last week the President set up a 
White House committee on small 
business and staffed it with admin- 
istration officials. Goal: To develop 
“new, constructive policies” for aid- 
ing small concerns and channeling up 
to 10% of government procurement 
contracts to them. 

At the same time, Sen. Hubert 
Humphrey (D-Minn.), a member of 
the committee, introduced a legisla- 
tive program to back the effort. 
Some parts could affect retail deal- 
ers. It would: 

e Prohibit loss leader sales. 
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Small Business 


e Forbid major suppliers requiring 
dealers to waive rights to sue for 
damages resulting from antitrust 
violations. 

e Protect small business’ right to 
sue for triple damages under anti- 
monopoly laws. : 

e Impose heavier punishment for 
antitrust violations. 

e Give disaster loans to small busi- 
nesses displaced by federal highway 
construction. 

e Allow a one-third tax reduction 
for firms that are earning less than 
$10,000. 


YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


New “X-Ray” Air Conditioner Demonstrator 


SHOWS, | 


TELLS, 





nd) UWlnlpoo? 


SUPERIORITY 





Se//s true benefits... helps overcome “price only’ selling! 


Now for the first time, you can demonstrate the entire air complete package to help you sell... totally new for 
conditioning process withshowmanship and excitement using RCA WHIRLPOOL air conditioners. It’s all ready to do a bang-up 
this action-packed X-Ray selling center! It gets attention sales job for profit-minded RCA WHIRLPOOL dealers everywhere. 
with light, color, action! It traces air and refrigerant flows Get yours now—call your RCA WHIRLPOOL distributor today. 
in brilliant colored lights that simulate fluid motion . . . even 

fan operation. The special thermometer attached to the dis- Join up! .. . it’s easier to sell 

play demonstrates and emphasizes the salesman’s claim of RCA WHIRLPOOL than sell against it! 

fast cooling. Designed to rest on top of an RCA WHIRLPOOL 





air conditioner . . . this demonstrator beams its message to 

all . . . helps train salesman on product, too, all the time 74 

they’re in the store. A complete tie-in script and merchandis- —=_ + ° 9 g 
ing aids, including a handy 30-second cooling capacity calcu- 

lator, are provided for additional sales power. Here’s a 


CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN = 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers « Vacuum Cleaners. 


Use of trodemorks @@ and RCA authorized by trademark owner Radio Corporation of America 
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“That’s why this year’s Housewares Fair was so suc- 
cessful,’’ claimed an official of Hess Brothers depart- 
ment store, Allentown, Pa. 


DEMONSTRATIONS DID THE JOB 


WEST BEND 30 CUP 
fobomec COFFEE MAKER 





sales by 25%—that’s something when you realize we 
were bucking 1961’s Easter business. It proves one 


“We topped last year’s thing—products will move if you demonstrate them.” 








& Decker’s cordless drill (above) heralds a new eta of cordless appliances. 


Cordless Electrics Spark 
Tool And Appliance Makers 
But Some Strings Attached 


Ever since the introduction sev- 
eral weeks ago (EM WEEK, April 24, 
p 7), of Black & Decker’s new cord- 
less electric drill, tool and electric 
housewares manufacturers have been 
buzzing with talk of “the vast new 
markets that are opening up for 
cordless appliances and tools.” 


The cordless idea isn’t new. Electric 
housewares and clock manufacturers 
have been marketing battery-pow- 
ered decorative wali clocks for some 
time. Remington Rand and North 
American Philips Co. (Norelco) have 
had their cordless shavers on the 
market for over a year. Last month, 
Minitone Electronics Inc., New York, 
announced (EM WEEK, April 17, p 7) 
that it was marketing a cordless 
electric pencil sharpener and had 
plans for a cordless slicing knife 
and an electric pot cleaner. Last 
year (EM WEEK, Oct. 17, ’60, p 1) 


West Point Lawn Products Inc. in- 
troduced a line of battery-operated 
lawn mowers at the Hardware Show. 
Motorola and Philco have had cord- 
less television sets on the market 
for a year and next month the Sony 
Corp. will introduce its Japanese 
version of a portable TV set to this 
country. Battery-operated portable 
radios have been around for years. 


But there are fresh possibilities in the 
batteries and motors that will power 
the future cordless tools and appli- 
ances. “Before Black & Decker 
could develop their new drill,” ex- 
plained an official of Gould National 
Batteries, Inc., the manufacturer of 
the rechargeable battery for the 
B&D drill, “they had to come up 
with a motor that would operate ef- 
ficiently from a low power source. 
Once they did that, we were able to 
supply them with a battery that 
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Why Japan Flatware Importers 
Won’t Scramble For ’62 Quota 


Importers of Japanese stainless 
steel flatwaré, who barely three 
months ago filled their 1961 import 
quotas, soon will be faced with mak- 
ing plans for 1962. 

Under U.S. Tariff Commission 
ground rules, set in November, 1959, 
the annual flatware quota limits the 


import of stainless steel flatware to © 


69 million pieces not over 10.2 inches 
in length or valued at more than $3 
a dozen. 

While the quota does not take ef- 
fect officially until Nov. 1, importers 
generally are at the starting line 
with their goods many months be- 
fore. (Higher tariffs are imposed on 
flatware that passes through customs 
after the quota is filled.) As a mat- 
ter of fact, the 1961 quota was filled 
less than four months after it 
opened. 

This year, however, few importers 
expect to repeat the mad scramble 
they made for their share of the 
1961 flatware quota. EM WEEK talked 
with a number of importers to find 
out why. Here are some of their 
reasons. 


Retail market glutted. Flatware sales 
so far this year have not kept pace 
with last year’s figures. If business 
conditions continue this way for the 
remainder of the year, importers say 
they will only make shallow pur- 
chases from Japan to carry them 
through 1962. 

In the words of one importer: “I 
still have a lot of inventory from the 
1961 quota that I haven’t been able 
to get rid of.” 

Importers also pointed out that 
while Japanese manufacturers’ and 
importers’ costs have risen over the 
past year, the general level of retail 
prices has gone down. For example, 
a 50-piece set, which last year re- 
tailed for around $9.99, today is sell- 
ing in the stores from $6.88 to $8.88. 


Some importers attributed this 
downward trend to savings realized 
by department stores and large buy- 
ing syndicates who send their own 
men to Japan to buy stainless steel 
flatware, thereby eliminating the im- 
porter. Importers noted that more 
than 50% of their wares is sold to 
department stores. 

One importer said that last year 
he was doing between $60,000 and 
$75,000 a month with department 
stores. So far this year his sales 
have fallen off about 50%. 


Importers’ purses are strained by at 
least two conditions, both directly 
attributable to the peculiar work- 
ings of the import quota. Initially, 
a goodly number of importers have 
to tie up money on long-range pur- 
chases. Normally flatware is pur- 
chased in Japan in July or August. 
Then, since these goods are gener- 
ally shipped to this country in Sep- 
tember, they must be placed in bond- 
ed warehouses so they will be counted 
toward the quota when it opens in 
November. Since many importers 
don’t have sufficient warehouse space, 
this means additional costs for stor- 
age. Some relief has been offered 
by Japanese manufacturers who 
give importers a 10% discount for 
early commitments to compensate 
for warehousing. 


Looking beyond the 1962 quota. A 
number of importers believe their 
ranks will be reduced considerably 
if present. conditions continue. Even 
now many of them have cut back on 
their purchases. Most of the slack, 
they feel, will be picked up by the 
department stores and buying offices 
who buy direct from Japan. Some 
importers are of the opinion that 
the flatware saturation level has been 
approached, and from now on it will 
be a replacement market. 
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would do the job. And as soon as we 
or the appliance manufacturers are 
able to make similar motors, you’ll 
see the number of cordless appliances 
on the market grow. 

“We’ve already been contacted by 
several appliance manufacturers and 
are currently working on batteries 
for a cordless vacuum cleaner, an 
electric lawn mower, a keyhole saw, 
a mixer, and a hedge trimmer,” he 
continued. “By the end of 1961—at 
the latest—some of these products 
will be ready for the market place.” 

There are rumors in the appli- 
ance industry that several manufac- 
turers are planning to market cord- 
less lamps, can openers, and even a 
cordless refrigerator, but no one— 
including the battery makers—will 
confirm or deny these rumors. 


What about the future of cordless ap- 
pliances? Most housewares manu- 
facturers are enthusiastic about po- 
tential cordless sales. Several of the 
large companies already are spend- 
ing a lot of their own money—as well 
as working with battery makers—on 
research and development of more 
powerful rechargeable batteries and 
new motors in hopes that they’ll be 
among the first to get into the blos- 
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soming cordless market. “Just as 
soon as somebody is able to develop 
a rechargeable battery that’s cheap 
enough, powerful enough, durable 
enough, he’ll make a million bucks 
over night,” explained one enthusi- 
astic housewares manufacturer. 

But other housewares’ makers 
aren’t bubbling with cordless en- 
thusiasm. They are excited by the 
thoughts of future cordless sales 
potentials but they are not willing 
to make predictions. “Sure the cord- 
less concept is new and exciting,” ex- 
plained one of the less optimistic 
manufacturers, “but I doubt if any 
big appliance manufacturer will be 
willing to go out on a limb to pro- 
duce any product without a reason- 
able chance of getting volume.” 


The concensus among manufacturers 
is that the future of cordless appli- 


ances is “better than good.” “The 
consumer appeals are obvious,” they 
claim. “Cordless products — with 


lighter and more powerful recharge- 
able batteries—offer the consumer 
the ultimate in portability and con- 
venience. They could easily be the 
shot in the arm that the electric 
housewares industry has needed for 
a long time.” 





| HOUSEWARES 


NOW YOU CAN WASH YOUR RICE COOKER. That’s the 
latest news from Tokyo where Hitachi has intro- 
duced a line of three rice cookers that can be 
separated into a pot and heater (conventional 
rice heaters came in one piece and couldn’t be 
washed). The cookers are available in three sizes 
—550W,' 600W and 800W—and all are ther- 
mostatically controlled. Hitachi claims that the 
heater can be used separately as an electric 
range. » 


THE FIRST NON-STICK FRYPAN MADE IN THE USA now 
is on the market. Laboratory Plasticware Fabri- 
cators, Kansas City, Mo., is now marketing a 
Tefion-coated frypan under the Happy Home 
label in three prices: $6.95 for the 11%4-inch 
model, $5.95 for the 10-inch, and $5.45 for the 8- 
inch. The firm, which only coats the iron skillets 
purchased from several domestic producers, is 
making plans to add ice-cream scoopers, chicken 
fryers and wafflers to its coated line of house- 
wares. * 


LEWYT CORP. HAS INVADED FRANCE AND ENGLAND 
and is looking toward West Germany. According 
to Alex Lewyt, two companies—the Rotary Co. 
in Paris and Bylock Electrics, Ltd. in London— 
are licensed to produce Lewyt vacuum cleaners. 
During the next few weeks, Lewyt said that he 
expects to complete similar licensing arrange- 
ments with West German manufacturers. For- 
eign manufacturers are currently making a 
model of the Lewyt vac that was popular in this 
country several years ago. The new model is 
expected to be in production within the next 
year. ® 


HOUSEWARES SALES WERE WAY DOWN all across the 
country during February according to the Fed- 
eral Reserve’s monthly report. Though all cities 
reported that sales were down, the reports from 
Kansas City (down 15%), San Francisco (down 
14%), Chicago (down 10%), and Philadelphia 
(down 10%) were particularly gloomy. ® 


“MASS EXPOSURE IS THE KEY TO GREATER SUCCESS 
for the Dominion hair dryer.” Those were the 
words of Sheldon Shaffer, vice president of Do- 
minion Electric Corp., as he announced the com- 
pany’s plans to advertise its portable hair dryer 
on Jack Paar’s TV show during 1961. Shaffer 
said that the hair dryer is a low saturation prod- 
uct (1 million sold last year), and that mass 
product exposure will raise the saturation figure 
“quite a bit.” He explained that Paar’s show 
was picked to advertise the hair dryer because 
of its ability “to move merchandise and create 
excitement for an interesting new product.” 
First commercials will aim at the Mother’s Day, 
June bride, graduation selling season. They will 
be supported by five spots on the show in May 
and June. Other promotions—back-to-school and 
Christmas—will follow later. » 
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Why Foreign Companies 
Passed Up Trade Fair In 
New York’s Coliseum 


What’s new in imports? 

Very little, as far as appliance- 
TV-housewares dealers are _ con- 
cerned, EM WEEK learned at the 
opening of the widely ballyhooed 
U.S. World Trade Fair in New 
York’s sprawling Coliseum. The 
products weren’t there. The interest 
wasn’t there. And the business cer- 
tainly wasn’t there. 

The Coliseum’s third floor, last 
year a buzzing Oriental bazaar of 
importers seeking distribution in the 
vast U.S. market, was rattlingly 
empty. Only one major French manu- 
facturer (Frimatic) and only one 
major Japanese company (Toshiba) 
had space. The other exhibitors were 
a hodge-podge of bicycle-makers, 
expresso machine importers and 
American underwear concerns seek- 
ing to get into the export business. 

One American exhibitor came to 
the fair, he told EM WEEK, only be- 
cause he received an emergency call 
from the New York Chamber of 
Commerce which offered him free 
space. The fair was sponsored by the 
city’s department of commerce and 
public events. 


Why weren't there more appliances at 
the show? Why didn’t last year’s 
exhibitors return? What does the 
apparent lack of interest in bringing 
foreign appliances to the U.S. mar- 
ket mean to dealers? 

Interviews with the few appliance- 
TV-housewares men from abroad an- 
swered these questions: Generally, 
they expressed a growing realization 
that the U.S. market is a tough nut 
to crack. It’s particularly hard when 
you manufacture abroad and then 
ship in—for these reasons: 

e Foreign appliance manufacturers 
have to be producing in tremendous 
volume for their own markets before 
they can export economically—tran- 
sistor radios are an exception, but 
it’s particularly true in white goods. 
e But few foreign manufacturers— 
either European or Japanese—are 
doing the volume necessary for eco- 
nomical exporting. Their small home 
markets don’t require it. 

e@ Often goods are designed for for- 
eign markets alone and can’t be sold 


in the United States without changes' 


in such things as wiring or styling. 
This gets expensive. 

e Shipping costs on bulky, heavy 
items are prohibitive. 

e Importer-distributors who can 
handle service are few and far be- 
tween. They’re also afraid to take 
chances on service because they are 
fairly sophisticated about the de- 
mands of the U.S. market. 

@ Perhaps most important is the 
quality of U.S.-made goods on the 
U.S. market. They are well-made, 
designed specifically for Americans 
and carrying price tags that are 
about as low as you can go. Unless 
a foreign manufacturer can come up 
with a novelty—the transistor radio 
has been the classic example—and 


carve his niche in the marketplace 
with it, or unless he can produce 
quality goods cheaper than Ameri- 
can makers, he’s dead. 


Here’s what was shown at the trade 
fair by appliance-TV-housewares 
manufacturers: 


WHITE GOODS: 


“So look around you,” eloquently 
shrugged a lone French white goods 
exhibitor at the fair. And the empty 
spaces, the names that weren’t there, 
summed up the appliance import 
scene in New York last week. 


Why weren't the Japanese there? The 
answer’s simple: Price. Though in- 
creasingly enthusiastic reports of 
white goods products rolling off 
production lines have been coming 
from Japan (Matsushita, Hayakawa, 
Toshiba) in the last few months, 
these facts of life still hold: You 
can’t crack the U.S. white goods 
market at prices double the going 
rates. And that’s about where Japa- 
nese tags stand now. 


Why didn’t 1960 exhibitors repeat? 
Most of them fell flat in their at- 
tempts to set up distribution in the 
U.S. They couldn’t find distributors 
who would take their parts and serv- 
ice deals. They couldn’t meet U.S. 
prices. So, it didn’t pay them to foot 
the bill for another try. 


Frimatic had no qualms about show- 
ing, though. The French refrigera- 
tor manufacturer again offered up a 
handsome, slimline series of boxes 
on the U.S. market altar. And this 
year, Frimatic’s retail prices were 
sweeter than ever before. For in- 
stance: 414-cubic-foot oblong (4314 
inches high, 19*4% inches wide) box, 
$170; 934-cubic-foot deluxe, $250. 
Eight colors are available, aren’t 
extra. 


There were three other appliances at 
the show: A refrigerator, automatic 
washer and air conditioner in the 
Israeli space. But the three—brand 
name Amcor—weren’t for export to 
the U.S. because, as Menachem 
Kolari, Amcor’s U.S. representative, 
put his finger on it, “We couldn’t 
compete in price.” 


BROWN GOODS 


Television sets were scarce. Toshiba 
trotted out its portable transistor 
unit again, said it might be available 
for the U.S. market by the end of 
the year. Price isn’t firm yet, but 
$250 would be a good guess. And an 
Italian company, Commerscambi of 
Milan, showed up with a 23-inch 
table model with a 110-degree deflec- 
tion tube in highly polished wooden 
case for the United States—if any 
distributors are interested. Price: 
$113 FOB Genoa for VHF sets, and 





















Lone white goods exhibitor, Frimatic unwrapped these sleek small boxes. 


$120 for UHF. Minimum order, ac- 
cording to Dr. Bruno Giovannini, is 
500 sets. 


Radios: There was the usual assort- 
ment of Japanese transistor units, 
some wholesaling for as little as 
$10.50, and a few novelties. Import 
Distributors of America, a division 
of Tessler Industries, Inc. of Cleve- 
land, had a transistor radio-binocular 
combination listing for $39.95. And 
Commerscambi showed a radio-lamp 
in plastic with a detachable plastic 
shade. The radio chassis is in the 
column of the lamp which is 1114 
inches tall. Volume control and on-off 
switches are in the base. Price: $19 
FOB Genoa for a medium-wave unit, 
$21 for the lamp in FM. Other Com- 
merscambi radios included a small 
FM-only table model ($13.50 FOB 
Genoa, for a minimum order of 
1,000) and transistor portables which 
Giovannini preferred comparing to 
German units rather than to Japa- 
nese. An Israeli company—Amcor 
Ltd.—had three transistor table mod- 
els to show. Prices (FOB Haifa) 
ranged from $21 for two-band six- 
transistor unit to $32.50 for a four- 
band 10-transistor table model which 
operates on six flashlight batteries. 
The transistors are made by RCA. 


Phonographs: Fortune Star Products 
Co., New York importer, was plug- 
ging a pair of transistorized radio- 
phonos: Three-speed, six-transistor 
single-band unit, wholesaling from 
$25 to $32 and an eight-transistor, 
two-band model with a four-speed 
player for about $58. Commerscambi 
had a compact transistorized stereo 
portable with bat wing speakers, but 
no firm prices, and a radio-phono 
consolette ($68-$70 FOB Genoa): 
Toshiba had stereo, too, but no price 
on a two-speaker phono with AM and 
shortwave radio. 


HOUSEWARES 


American buyers claimed that price 
and product quality were the two 
biggest stumbling blocks that they 
had to hurdle before they could hope 
to get down to the serious business 
of writing orders with foreign house- 
wares makers. One buyer told EM 
WEEK that he was anxious to “find 
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a 


something fresh in electrics” that he 
might promote in this country. His 
problem was that he simply couldn’t 
find anything at the fair. 

Other buyers complained that the 
foreign manufacturers at the fair 
were “too vague about pricing.” 
“Nobody was willing to give me any 
firm quotations on any of the prod- 
ucts that I was interested in, unless 
I would be willing to place an order 
for about a thousand pieces,” a New 
York buyer explained. “I’m certainly 
not ready to buy in those quantities 
without some assurance that the 
product is going to move,” he said. 

Here’s a country-by-country break- 
down of what little housewares ac- 
tivity there was: 


The Japanese weren’t nearly as active 
in electric housewares this year 
as they were in 1960. Toshiba was 
the only manufacturer from Japan 
that exhibited anything in electrics 
—an electric rice cooker. When asked 
the price of the cooker, the company 
representative told EM WEEK that 
“we haven’t decided yet on a definite 
price. It would retail for around 
$20.” The Toshiba rice cooker does 
not have UL approval. 


Israel and Poland both had small fans 
on exhibit. Representatives of both 
countries claimed that they had yet 
to establish distribution on these 
items and have not decided on defi- 
nite prices. Each representative also 
claimed that he had received “seri- 
ous inquiries”—chiefly about prices 
—from American distributors, de- 
partment stores and buying groups 
apparently interested in carrying the 
products. The impression given by 
the Israelis and the Poles was that 
the price question was still open. 


Italy was the most active country at 
the fair as far as electric housewares 
were concerned. Commerscambi Co., 
Italian manufacturer of electrical 
appliances, displayed two vacuum 
cleaners (one upright and one port- 
able model), three models of hand- 
type hair dryers, and two mixer- 
coffee grinders. Bruno Giovannini, 
Commerscambi’s representative in 
this country, told EM WEEK that his 
company is definitely looking for 
American distributors. 
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FOR 1962, PHILCO 
COOL CHASSIS TV 


IS AGAIN THE BIG NEWS! 











NEW! 


1 29% Brighter 
lad (eal a=) 
New realism and wide-range 4 HERE’S THE 


contrast that will sell on sight! 


new! (gi) PACE-SETTER | 


Beam Booster | -Heralding New Tv 


Circuit ey . 
Great reserve powey will preserve | scoveries From 


picture quality as get grows older. : PHILCO 


NEW! Space Age’ Research 


increased Air-Flow 
Cooling 


Beats damaging TV heat plus new 
advances for greater reliability. 


NEW! 


Solid Copper 
Circuitry | 
Satellite-tested type circuitry with solid 
capper conductors — not loose wires. 


| NEW! 















































l Cool Chassis 

Tubes PHILCO 4331 
j also are up to 6 times more reliable. : swivel base. Rectangular picture— 
) 23” overall diagonal measurement, 


282 sq. in. viewable area. 


YOURS TO MERCHANDISE AS 
A SWIVEL CONSOLE ENSEMBLE 
AT A SENSATIONAL 

PRICE! 
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World’s Most Service-Free TV 


NATIONWIDE PHILCO TOTAL 
TV SERVICE GUARANTEE 


covers parts, tubes, and in-home service labor for 90 days 
The Philco Total Guarantee is your Number One sales clincher. Most 
important of all, Philco has the nationwide organization to back it up, 
with 30,000 Philco Factory Supervised Service Members. 
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== Famous for Quality the World Over 
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YOUR personal BUSINESS 


Rocking chairs can do you Some go 0d—even if you're a Republican. 
According to a Canadian physician, there's more to the recent Kennedy- 
inspired rocker craze than politics. Dr. R. C. Swain recommends rock- 
ing as an exercise technique—particularly for old, feeble people. 
Reasons: Rocking encourages circulation generally, promotes muscle 
tone and better respiration, stimulates the movement of joints and 
helps to keep them supple, and encourages sleep. What's more, Dr. 
Swain notes, rockers are inexpensive, non-toxic and have no side 
effects. 


AAA 


How much insurance are you carrying on your business? What kinds do 
you have? How recently have you changed —~¥. r coverage? The answers 
to these quest ions—though | they may seem secondary to your main in- 
terest of making a profit in this business of selling appliances—de- 
serve your serious, periodic attention. 


Look at it this way: Insurance may not help you make a buck today, but 
it can save your skin tomorrow. 


This is the first of a three-column series on insurance for appli- 
ance dealers, based on information from the National Retail Merchants 
Assn. smaller stores division. Read all three columns for a compre- 


hensive rundown on your needs and how to go about filling them. 





As a small businessman, you face one major problem in drawing up an 
insurance program: How to compromise between an expensive, compre 
hensive program and a less expensive and therefore more limited plan. 
The answer, naturally, will vary widely from store to store. But here 
are some good rules to follow: 





Choose a trustworthy, skilled insurance man to handle your entire 
program That way you'll be able to devote ° your time and energy to 
running your business, without worrying about insurance protection. 
Why one man instead of breaking your business up among several brok- 
ers? Easy. If you parcel out your business in dribs and drabs, you 
haven't lifted any of the responsibility of planning for adequate 
protection off your shoulders. And there's a good chance that, in 
passing out the plums, you've overlooked something. 

On the other hand, if you concentrate your business with one rep- 
resentative, he'll be able to make sure you're covered on all fronts: 








Once you've chosen a representative, remember this: You have certain 
responsibilities toward him: 

e You must be candid about certain business information, which he 
needs to draw up your program. If you keep him in the dark about such 
things as your gross income, property evaluations, long- and short- 
range business plans, you might as well not have him. 

e You must take reasonable precautions against the possibility of 
damages or injuries, even though these mishaps are covered by your 
insurance. And taking precautions, in some cases, may earn you cred- 
its on the rates for coverage. Ask your representative about his com- 
pany'’s policy on such credits. And he may have some good advice about 
safety, too. 








Of course, your representative has clearly outlined responsibilities 
toward you. Here are his two main ones: 

e He must be sure you're getting the coverage your particular busi- 
ness needs. In other words, you must be covered in the things that'll 
hit you hardest. 

@ He must be sure you're getting the most for your premium dollar. 
If your budget is small, he'll have to confine coverage to the bare 
minimums: Fire. extended coverage, liability. But, if possible. 
he'll want to add on as many other umbrellas as your pocketbook can 
take, for instance, burglary, product liability, improvements and 
betterments coverage. 
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“We're all out of electric blankets . . . how about taking 38 heating 
pads sewed together?” 


A DISTRIBUTOR SALESMAN 


Promotions 
You Should 


“You only hear about the winners, rarely about 
the losers,” an old race track pro once confided 
to me out of the corner of his mouth. 

“When a man talks too much about the killings 
he has made,” the old rail bird continued, “it’s 
10-to-one he is exaggerating or has an overactive 
imagination. 

“There is one thing that you can bet on 
though.” He glanced suspiciously around whisp- 
ering as though he were giving me the winner 
of the fifth at Pimlico. “If someone has a sure 
thing or a system that is paying off, he is going 
to tell exactly no one.” 

These pearls of wisdom have returned to 
haunt me lately as I find more and more manu- 
facturers’ sales bulletins and some of the trade 
press being inundated with stories of successful 
promotions in selling appliances. 

Reading this unending Niagara of success 
stories somehow gives the impression that every- 
one in the appliance business is hitting the daily 
double and four long shots in each and every 
selling day. 

Now if there is one thing that burns up a 
loser, it is to listen to the stories of the winners, 
particularly if they are told in batches of more 
than two. 

Distributor salesmen who sadistically like to 
throw a “burn” into dealers who refuse to place 
orders have found this to be a devilishly re- 
vengeful device. Tell a dealer how his com- 
petitor up the street was forced to hire several 
Avis rental trucks to deliver all the appliances 
he sold during the past few days and the dealer 
will start to bleed or roar with rage. 

Just about every day, I am assaulted in the 
trade press or in factory sales bulletins with 
reports of promotions which are supposed to 
have moved mountains of appliances. Some of 
these reports have a ring of authenticity which 
seem to make them highly credible. On many of 
the others, I, for one, would like to take a 
healthy, old-fashioned distributor’s discount of 
the number of pieces that were reportedly sold. 

In these unsettled times, I think that what 
is needed are not bigger and better success stories 
but a few honest-to-goodness failure stories. 

So here, collected from my. recent rounds as 
a distributor salesman calling on big and little 
dealers, are some of the failure stories of pro- 
motions which ought to be avoided like the 
plague. 


Dishwasher rental program: The dealer I know who 
ran this promotion started off as a retailer of 
new appliances. Within a few months after the 
dishwashers started flooding back, he ended up 
as a wholesaler of used appliances. 


Dress-up-the-retail-salesmen-as-Easter-bunnies pro- 
motion: Distributor salesmen with no flair for 
the stage should avoid even suggesting such a 
thing. 

After paying for costume rentals, free candy, 
giveaway bunny rabbits and adding up the day’s 
business, the owner of the store pronounced the 
promotion as having laid a “big, fat Easter 
egg.” 


Raffle-a-free-color-TV promotion: Be careful your 
state doesn’t have laws against this type of 
lottery. One dealer in just such a state tried this 
promotion, made no sales, drew a driblet of 
traffic and on top of it all was fined by the local 
authorities. He didn’t do business again with the 
distributor salesman (me) who organized the 
promotion for almost a year thereafter. 


ABOUT THE AUTHOR—The creator of this col- 
umn is a well-known distributor sales manager, 
who, for obvious reasons, doesn’t want to be 
identified. His free-wheeling comments will ap- 
pear here each month. 
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The lady who came to look at an electric range 
and ended up buying a kitchen 





electric range until she saw the West- 
inghouse Compact Kitchen.Wouldn’t 
it be wonderful, she thought. .. those 
Westinghouse Heirloom maple finish 
wood cabinets with all that extra 
storage space, and that beautiful 
mar-proof Micarta® counter top. 
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She was only looking for an 


“What an unusual range,” 
she said. “That’s the new Terrace 
Top 30 by Westinghouse,” the dealer 
said. He pointed out the advantages 
of the split level platform and then 
casually mentioned that she could 
have the range and the complete 
kitchen for only a few dollars a week. 





Her dream came true when 
the dealer financed it through West- 
inghouse Credit Corporation—in- 
cluding construction, decorating and 
accessories. Now she has a complete- 
ly modern kitchen. And the dealer 
tripled his profit by turning an appli- 
anceprospectintoa kitchencustomer. 





Westinghouse 


The kitchen is only one of six Westinghouse Compact 
Kitchens that can be used as a package to help you build 
extra business and extra profit. For details on a valuable 
kitchen dealer franchise, contact your Westinghouse 
Distributor. You can be sure... if it’s Westinghouse. 
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ACTIVGLE cutting wheel 





The TOASTMASTER 


Automatic Electric Can Opener 


Beautiful! Powerful! Reliable! Features the unique “Action-Angle”’ 
cutting wheel that slices cleanly and smoothly through all cans and tins 

. . never leaves a jagged edge! Engineered so it can’t stall in mid-turn, 
regardless of size or shape of can being opened. 


® “ACTION-ANGLE” CUTTING WHEEL 
—angled down 30° and turned in 8° to 
achieve a remarkable safety-smooth 
edge. Cutting wheel is carborized .. . 
won't dull because it sharpens itself as it 
cuts. Smooths the can rim. 


® POWERFUL HEAVY-DUTY MOTOR— 
step-down gears multiply power almost 
100 times! Gives cutting head all the 
power it needs to cut through all sizes 
and shapes of cans with smooth, easy 
action. 


® ALNICO V “FLIP-UP” MAGNET—set 
in place on can by touch of the finger. 
Flips detached can top up high so juice 
drips neatly back into can. 


© SUPER SAFE “STOP-ACTION” LEVER 
—permits operator to always be in full 
control of cutting action. Removal of 
pressure on lever stops can opener in- 
stantly at any point in cutting cycle. 


® CHOICE OF 2 BEAUTIFUL FINISHES— 
available in luxurious all-chrome or mod- 
ern white baked enamel finish. 


@ STABLE, WELL-BALANCED CASE— 
has low center of gravity, stays “rooted” 
to the spot. Won't creep, jiggle or slide. 
Finger-grip slot in rear for convenience 
in carrying and storage of excess cord. 


® EASY TO CLEAN—entire cutting as- 
sembly can be removed for quick, thor- 
ough ci inates messy, unsani- 
tary food dapeills on cutting head. 





Model 22A1 (white) $2.495° 


Wall mounting bracket included 


Model 22A1 (chrome) $2 7% 
Wall mounting bracket included 


TOASTMASTER gm 
Sit te Elacho Hmewmes ~~ 


“TOAST ein * is a registered trademark of ees raw-Edison Co.. 


Eigin, I. and Oakville, Ont. © 1 


*Recommended Retail Prices 
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STRAIGHT FROM 
WASHINGTON 


A TAX BREAK FOR THE SELF-EMPLOYED who contribute 


to their own retirement funds has been approved 
by the House ways and means committee. The 
bill, sponsored by ‘Rep. Eugene J. Keogh (D- 
N.Y.), would permit self-employed merchants, 
doctors, lawyers, farmers and the like to defer 
income taxes on income up to $2,500 a year in- 
vested in pension plans. 

The administration opposes the measure now, 
and its chances of passage this year are slim. 
What President Kennedy wants is to consider 
such preferential treatment next year as part of 
the omnibus tax bill he plans to send to Congress. 
At that time,.it may get administration support. 
Meanwhile, it faces a possible veto. a 


BASIC DISAGREEMENT WITH PRESIDENT KENNEDY’S 


PLANS to spur the economy is found among both 
Democrats and Republicans on the joint Con- 
gressional economic committee. Democrats think 
he isn’t doing enough. Republicans feel he is do- 
ing too much, relying excessively on government 
responsibility for managing the economy. This 
is a normal political split. 

The divergent views are expressed in a joint 
committee report on Kennedy’s economic pro- 
posals. Democrats call for a lowering of interest 
and tax rates to spur business. Unless this is 
done, they fear, the unemployment rate of 6% 
to 7% will linger through this year and into next 
year. They agree only partly with Kennedy’s tax- 
credit plan to spur industrial spending. A tax 
reduction to stimulate consumer demand, they 
say, might do more good. 

Republicans see business well ‘‘on the road to 
recovery” and want the government to lay off. 
They contend the slump in housing and durables 
is because the post-war demand now has been 
filled, and consumers are now putting their 
money to other uses—education, for one. ‘“We 
may, as a consequence,” say Republicans, “have 
over-capacity and unemployment in durable 
goods manufacture, and under-capacity and 
shortages on the campus.” ~ 


LABELING OF IMITATION HARDWOODS used in furni- 


ture, radios, TV sets and other products would 
be required by bills introduced in Congress. They 
are sponsored by Sen. Vance Hartke (D-Ind.) 
and Rep. Morgan Moulder (D-Mo.). Similar 
bills in the last Congress never got beyond com- 
mittee action, and the same fate seems in store 
this year. * 


PRICES OF DURABLE GOODS REMAINED UNCHANGED 


on the average between mid-February and mid- 
March. But the latest report by the Bureau of 
Labor Statistics shows a slight rise (two-tenths 
of 1%) in retail prices for home furnishings. 
These were 0.8% below the figure for mid- 
March, 1960, however. “ 
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THIS FOOD 
WASTE DISPOSER 
AUTOMATICALLY 

























New RCA WHIRLPOOL 
Model SHD-31 with 
exclusive automatic 


reversing system 


Here’s the food waste dis- 
poser you can sell and 
install with confidence .. . 
full confidence that there 
will be no dissatisfied cus- 
tomers and troublesome, 
expensive servicing caused 
by jam-ups. For this new 
RCA WHIRLPOOL disposer 
has an ingenious automatic 
reversing system that frees 
wedged-in particles in- 
stantly whether jam occurs 
at start or during opera- 
tion. A great advancement 
that makes RCA WHIRLPOOL 
food waste disposers easier 
than ever to sell .. . and 
highly profitable for 
you. They’re also re- 
markably easy to install. 
Investigate! 





See your RCA WHIRLPOOL 
distributor right away! 
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RCA WHIRLPOOL 
home appliances 


Your greatest asset is 
our quality performance 
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HOW IS BUSINESS? 


REPORTING TO EM WEEK are utili- 
ties from throughout the nation and 
their reports are important to you 
because they tell you what retail 
business levels are in your area. For 
this exclusive EM WEEK feature, 
please turn to page 27 of this issue. 


PRICED 


RIGHT 











STYLED 


RIGH 


and field tested 
to insure they’ll 
SELL RIGHT 






the TOWNHOUSE 


by Sunbeam 


The smart, modern decorator styling 
of this handsome wall clock attracts 
customers by the way it provides a 
striking keynote to any room and 
blends easily with the decor. Its slim, 
“built-in” look inspires a buying 
mood. The Townhouse, available in 
cordless electric battery operated, 
Model AC507, $24.95* or 110-volt 
Model A503, $14.95* 


Sell the NEW 


Simbeam 


ELECTRIC CLOCKS 
distinctive... 


... decorative 
... desired 


SUNBEAM CORPORATION 
Dept. 27, Chicago 50, Ill. 


©s.c. ® Sunb *R ded Retail Price 





For more information on the new line of field tested clocks, write Sunbeam, Dept. 27 
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Have you seen 
the lady's shaver 
rated best? 








The Lady Ronson Superbe (rated best*) has enormous appeal 
to women because of these exclusive features. No other shaver 
has two separate actions—gentle Trimette action for underarms, 
firmer Beauty Glide for legs. The Lady Ronson Superbe is de- 
signed like a little jewel, and comes in a velvet gift case. Sug- 
gested retail $19.50. If you aren't carrying the Lady Ronson 
Superbe, attach this ad to your letterhead. Ronson will send 
you all the facts you need to add this profitable item. Appliance 
Product Mgr., Ronson Corp., 1 Ronson Road, Woodbridge, N. J. 








RATINGS AVAILABLE ON REQUEST 


LADY RONSON SUPERBE 






P erfect F 1t . .. with its industry, with its readers. Every Monday 
EM WEEK delivers the industry’s story... your story...to the heart of the 
market—the buying/selling dealers. These are the dealers selling over 92% of the 
appliance-radio-TV volume* regardless of the business climate. And when they 
sell, they in turn must buy. When you want your products to be part of this 


buying/selling action, you use the one magazine that fits its industry and 
readers best... 


ELECTRICAL 


MERCHANDISING, WEEK 





UPSWING’S 
ALREADY 
STARTING 











*Latest US Census Report states that 
21,088 appliance-radio-TV dealers in busi- 
ness more than one year did 92.6% of the 
volume. 


Latest ABC statement shows that 30,070 
paid subscriptions go to appliance, radio, 
TV dealers, including department stores, 
utilities, contractor dealers and furniture- 
appliance stores. 1960 Dealer Profile shows 
that EM WEEK has over 20,500 dealer 
subscribers in this heart-of-the-market 
group. 
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REVIEWS 





‘new products 


TRADE-WIND Thrustpower 
Ventilator-Hoods 


A new line of ventilating hoods designed for 
ventilating indoor built-in barbecues and other 
hard to ventilate installations such as large 
kitchens where rapid exhaust must be provided, 
is announced by Trade-Wind. 

Thrustpower ventilating hood series includes over- 
size dual centrifugal blowers, powered by a life- 
time lubricated 44-hp motor. 

The system consists of blower assembly and 
hoods which may be purchased separately where 
installation requirements dictate. 

Contaminated air is pulled from the various 
cooking surfaces through 4 aluminum filters, and 
is ducted to the outside through 10-in. round 
ducts. 

A rheostat type control allows an infinite num- 
ber of speeds to accommodate every ventilating 
requirement. 

Two 100w lamps behind special diffusing lenses 
provide an even spread of light over cooking area. 

Hoods are available for against-the-wall, pass- 
through, peninsula, or island type installations. 

Finishes come in antique copper; also in a new 
easy-to-care-for pewter finish. 

Standard lengths are available in 36-in., 42-in. 
and 48-in. sizes. However, all hoods are also avail- 
able in lengths up to 96 in., in 6-in. increments 
on special custom made order. 

Two types of ventilators are available for in- 
stallation within the proper sizes of Thrustpower 
hoods. Nos. 206 and 207 with dual centrifugal 
blower and 4 914x101 filters, of aluminum mesh, 
and model No. 9-1-C with single centrifugal 
blower with gray baked enamel finish. Trade- 
Wind Div., Robbins & Myers, Inc., 7755 Para- 
mount Place, Pico Rivera, Calif. 








TRADE-WIND THRUSTPOWER VENTILATOR AND HOOD 











RCA WHIRLPOOL 
Adds Two Refrigerators 


Whirlpool has added 2 economy combination 
refrigerator-freezers to its line for budget mind- 
ed consumers. 

This brings to 11 the number of 1961 models. 
One is 13.9-cu.-ft. top freezer No. HS 14T and 
the second, No. HS 14B, is a 13.8-cu.-ft. bottom 
freezer. 

HS 14B features “activated air,” a device that 
provides longer food preservation by constantly 
circulating air throughout. HS 14T is the largest 
ys unit of its kind in storage capacity with a 10.8- 
cu.-ft. automatic defrost food storage compart- 
ment and 107-lb. zero-degree freezer section; 2 
glide-out shelves; butter, cheese and snack com- 
partments; bushel-size twin crispers; a pair of 
adjustable door storage shelves; magnetic door 
gasket; and flush hinge doors that permit installa- 
tion between cabinets or in a corner. 
HS 14B has same features with a 9.13-cu.-ft. 
refrigerator compartment and 163-lb. zero-degree 
freezer. Both units are available in white with 
either right or left-hand doors. 
Prices: HS 14B $339.95 and HS 14T $299.95. RCA 
Whirlpool Corp., St: Joseph, Mich. 








REFRIGERATOR-FREEZER WITH 107-LB. FREEZER 
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new products 
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EMERSON-PRYNE 
Range Hoods 


Emerson-Pryne announces 8 new 
“Fashionline” range hoods featuring 
stylized appearance. 

Every type hood is represented: 2 
self-contained units, deluxe and 
standard; 2 vertical discharge hoods; 
a Pure-Air “duct-free” unit; an is- 
land hood; a retractable oven hood; 
a blank hood for use with fans or 
blowers. Finishes come in anodized 


copper aluminum, anodized clear 
satin aluminum, coppertone, stain- 
less steel and decorator colors. 

Features include standardized 
mountings and filters in 1 unit; 
modified venturi and mixed-flo power 
pack to overcome static pressure; 
enclosed lights; 2-speed fan controls 
on deluxe models. All hoods meet the 
requirements of the FHA and Home 
Ventilating Institute. 

Retained in the line are the Pryne 
retractable range hood that closes 
flush with the cabinet when not in 
use, the self-contained tilting. hood 
that swings down for.easy cleaning 
and the Pryne standard oven hood. 
All come in 30-, 36- and 42-in. 
lengths, oven hoods in 24-, 27- and 
$2-in. lengths. 

Prices, $37.50 to $102.00. Emerson 
Electric, 8100 Florissant, St. Louis 
36. 


G-E Clocks 


New wood case alarm clocks, a 
decorative wall cleck and a color- 
styled travel alarm are announced 
by G-E. 

Woodmark is a bedroom or desk 
alarm with plain or luminous dial. 
Plain dial» is. mahogany with nut- 
meg finish; mahogany or maple with 
fruitwood finish in luminous model. 








Array, a metal case wall clock, fea- 
tures a pastel multicolor ray pattern 
over solid color backgrounds of 
white, yellow or sandalwood; suit- 
able for kitchen, dining room or 
family room. 

Trip-Mate travel alarm in pink and 
blue has Read-Easy lighted dial. 
Prices: Woodmark, $9.98 and $10.95; 
Array, $9.98; Trip-Mate, $12.95. Gen- 
eral Electric Co., Bridgeport, Conn. 
















briefs 


Elkay announces a new line of 25 
stainless steel sinks for 1961. In- 
cluded are 3 and 2 bowl “Cuisine 
Centres”; 1 and 2 bowl bar sinks; 
Lustertone and Goldentone lavatory 
sinks; laundry, patio and mud room 
sinks. For kitchen and family room 
areas some are equipped with a 
built-in NuTone power unit: blend- 
ers, mixers and knife sharpeners. 
Maple cutting boards and vinyl cov- 
ered wire vegetable baskets are avail- 
able for most models. Elkay Mfg. 
Co., 1874 S. 54th Ave., Chicago 50. 








Dole’s high density polethylene plastic 
ice tray requires only a slight twist 
to eject hard, dry crescent-shaped 
cubes, one at a time or an entire 
trayful, depending on needs. New 
design has 12 cavities with a round- 
ed bottom. 

Price: $1.19. Dole Valve Co., Morton 
Grove, Il. 


Self-standing Polite lights are mounted 
on a 5-ft. sectional steel pole with 
20-ft. electric cord; may be operated 
from any auto 12v cigarette lighter, 
or in another version, from regular 
110v ac current. A 6v model is also 
available on special order. 

Prices: 12v, ‘$12.95; 110v Patio Polite, 
$10.95; 6v, $12.95. Ward Mfg. Inc., 
2530 Spring Grove Ave., Cincinnati 
14, Ohio. 

































































































































































A FAMILY GATHERING OF BORG-WARNER 


York room air conditioners . . . balanced 
for uniform temperature, for proper hu- 
midity removal, for draft-free circulation, 
for 82% more efficient filtering of dust 
and pollens. This is “balanced cooling,” 
a York exclusive! 


Seems one characteristic or another 
runs in every family—usually as 
easy to spot as that of the redheaded 
clan above. 


Sometimes, it’s so unapparent 
that you can’t tell a Smith from a 
Smocyznski without a genealogist. 

Take the Borg-Warner family of 
home products. 


Household appliances of Norge 
Division bear no resemblance to air 
conditioning and heating equip- 
ment of York Division. To look at 
B-W plumbing fixtures of Ingersoll- 
Humphryes Division, you’d never 
know they are descended from the 
same family tree as products of 
B-W’s Reflectal Corporation— 
Alfol aluminum foil insulation and 
KoolShade sunscreen. 
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Still, members of the Borg-Warner 
family of home products share an 
inherent characteristic with one 
another—that of providing a life of 
comfort and convenience for a family such 
as yours! 


Introductions start at the left. 


York Comfort Center with electronic filter 
-..next best thing to nature herself for 
healthful year-round comfort. Come 
summer, it fills entire home with cooled, 
dehumidified air. Come winter, same 
compact unit fills home with warm, 
Spring-like air. 

Borg-Warner kitchen sink with new 
single-handle faucet ... unsurpassed in 
every detail for lasting service. 


Norge gas or electric built-in units... 
newest kitchen convenience! Case in point: 
Eye-Level Control Center of oven gives 
new insight to food preparation. Another: 
Meal Sentry of surface cooking unit main- 
tains precise temperatures. 
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Norge Never-Frost refrigerator ... 
champion of homemakers’ campaign to 
banish defrosting forever. Eliminates frost 
build-up altogether! Separate freezer is 
placed at a sensible level—no awkward 
bending to get at glide-out shelf and basket. 


Alfol ... the original multiple-layer alu- 
minum foil insulation! This blanket of 
“silver-lining’’ weather-protects walls, 
ceilings, floors —a veritable vapor barrier 
against damaging condensation. Reflects 
summer heat out, winter heat in—great 
for people-comfort! 
Norge Dispensomat automatic washer 
. with uncanny, computor-like ability 
to dispense detergent, conditioner, sof- 
tener and bleach at exactly the right time 
of wash or rinse cycle. Its “‘twin’’: the 
matching Norge Four-Way dryer. 
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PHILCO-BENDIX Laundry Line 


Two automatic washers, 2 match- 
ing dryers in gas and electric and 
a Duomatic are being offered for 
springtime sales by Philco. 

Washers can handle 12 lbs. or 7 
sheets. “Certified 12 Pounds or 7- 
Sheet Capacity” red and white stick- 
ers are being placed on the washers. 
No. W-2100, in addition to the 12-lb. 
capacity, features 2 speeds and 4- 
cycle programmed washing with 
single knob control. Unit has blade- 
less design and fast water action and 
handles heavy loads; standard fea- 
tures are: Ball Point, positive bal- 
ance of wash at all times; positive 
fill; automatic sand and sediment 
ejection; spin brake; automatic lint 
filter and detergent dispenser. Cabi- 
net is 2634 in. wide, 2614 in. deep, 
36 in. high; has aluminum decorated 


control panel; porcelain top and lid, 
and wash and drain tub. 

Step-up No. W-2140 has 4-pushbut- 
ton controls for varying speeds. Unit 
is 2-speed, 8-cycle and has counter 
balanced lid, built-in water saver and 
fluorescent lighted control panel. 

DE 6100 and DG 6100 are matching 
electric and gas dryers for model 
W-1200. For W-2140 matching dryers 
are DE 6140 and DG 6140. 

Duomatic washer-dryer, No. CE 712, 
is a no-vent machine that is com- 
pletely automatic; with a selection of 
wash temperatures; triple rinsing; 
automatic soak cycle and other de- 
luxe Duomatic features. 

Prices: W-2100 $199.95; DE 6100 at 
$139.95 and DG 6100 at $169.95; No. 
W-2140 $219.95 and DE 6140 $179.95 
and DG 6140 at $209.95. No. CE 712 
$419.95. Phileo Corp., Tioga & “C” 
Sts., Philadelphia 34, Pa. 
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PRODUCTS FOR THE HOME 


Borg-Warner bathroom fixtures... with 
unequalled record of new ideas! Bathtubs? 
Traditional designs plus smart, new “sunken” 
and raised-bottom tubs. Lavatories? Dozens 
of styles with new countertops among them. 
Toilets? Many innovations, including first 
home wall-hung units to save work and space. 
Magnificent colors—and Borg-Warner builds 
the best in brass fittings, too. 


KoolShade... the original solar screening! 
Woven bronze louvres intercept sun’s rays 
outside of windows, keep interiors up to 15° 
cooler. Light, air and view come through in 
full glory. Among biggest booster-users of 
KoolShade, now in eight colors: architects. 


This is the Borg-Warner family of home 
products—gathered together so you 
can meet them in a single setting. 

As products of divisions and sub- 
sidiaries of Borg-Warner Corporation, 
all descend from a long and proud tra- 
dition of engineering excellence and 
strict adherence to quality. Be it re- 
solved that B-W progeny of the future 
will carry on this tradition. Borg-Warner 
Corporation, 200 South Michigan Avenue, 
Chicago 4, Illinots. 


Norge, York, Borg-Warner, B-W, Alfol, KoolShade and Dispensomat are brand names of Borg-Warner Corporation. 


Gil] BORG-WARNER. 


Better products through creative research and engineering 


MAY 8, 1961 





















































Divisions and subsidiary companies of 
Borg-Warner contribute vitally to seven 
areas of activity, as symbolized by the 
7 Hats of Borg-Warner. They are: (top) 
national defense; oil, steel and chemi- 
cals; (middle row) agriculture; indus- 
trial machinery; aviation; (bottom) 
automotive industry; home equipment. 


©1961, 6-W Corp. 





DODGE Astrophonic Radio 


Dodge Astrophonic radio has high 
output power and electrical fidelity 
for good range and clarity; 3 tran- 
sistors are used in audio stage. Vol- 
ume and tonal control can be ob- 
tained in practically any part of 
country, even in poor signal areas 
and remote regions of Rocky Moun- 
tains. 6x9-in. loudspeaker has a 
3.16-0z. magnet. Dodge Corp., 7900 
Joseph Campau, Detroit 21. 








GRUNDIG-MAJESTIC 
Adds Table Hi-Fi 


The Grundig-Majestic No. 2147, 
latest in a new series of table hi-fi 
radios, features console-styling in 
long, low silhouette. 

The AM-FM short wave radio fea- 
tures the Grundig-Majestic hi-fi tone 
control that enables listener to em- 
phasize bass or treble according to 
personal taste and room acoustics. 

By using tone control pushbuttons, 
“voice” or “music,” in conjunction 
with hi-fi tone control knob, many 
combinations of sound can be pro- 
duced. 

Another special feature of the unit 
is the “PU” jack at rear of set which 
makes it possible to play back tapes 
and records through radio’s speaker 
system. 

It also features continuous volume 
control; built-in FM antenna, and 
a Ferrite antenna. 

“Eagle Eye” tuning indicator is 
said to eliminate drift. 

Cabinet is in a combination of 
Black Forest walnut and plastic; 
19x8x6 in. Majestic International 


Sales Div. Wilcox-Gay Corp., 743 N. 
LaSalle St., Chicago 10. 
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ANDREA TV Set 


Andrea announces a new 23-in. 
lowboy console TV, “Southampton.” 
“Southampton” features ‘“VT123" 
chassis and a 23-in., 110 deg. deflec- 
tion, bonded aluminized rectangular 
picture tube. Set’s power trans- 
former is specially impregnated to 
reduce operating temperature and 
prevent the penetration of damag- 
ing moisture and all capacitors or 
condensers are coated with a thermo- 
setting plastic for longer life and 
less servicing. 

Available in hardwood mahogany- 
finish fine furniture cabinet, also in 
a blonde or fruitwood finish. 

Set also features front-mounted 
speaker for true hi-fi sound, special 


circuit arrangements for local-fringe 
reception and its “VT123” chassis 
has been specially designed to main- 
tain maximum performance in a wide 
range of line voltage variations. 
Prices: With mahogany cabinet, $340; 
in blonde or fruitwood $350. Andrea 
Radio Corp., 2701 Bridge Plaza N., 
Long Island City, N. Y. 








TOSHIBA Travel Clock-Radio 


The new travel clock-radio now be- 
ing introduced by Toshiba features 
a 6-transistor superhet circuit pow- 
ered by 3 penlight batteries; a 24- 
hour alarm clock which may be set 
to turn a buzzer alarm or the radio 
on. or off automatically. A fourth 
battery operates a built-in night 
light. 

A plug-in earphone for private listen- 
ing is also a feature of the set. 

The loudspeaker is automatically 
disconnected when earphone is used. 
This mini set is available with blue 
or brown pebble grain leatherette 
covered unbreakable case, with clock 
and radio set in ivory panels with 
gold trim. Loudspeaker protected by 
muted silver screen. 

Price: $59.95. Transistor World Corp., 
52 Broadway, NYC. 




















WELBILT’S POWER MASTER 


HAS WHAT YOUR 


CUSTOMERS INSIST ON 


more cooling power for the dollar 






































MORE POWER 

The higher capacities your 
customers insist on. 7007 to 
10,600 B.T.U. models, for fast, 
complete comfort on even the 
hottest days. More cooling 
power for the dollar, by far. 


QUIETEST OPERATION 
Demonstrate the remarkably 
quiet operation of the 1961 
Power Master. Special acous- 
tic insulation and fan system 
reduce sound to a comfortable 
level. Quiet-Guard speed for 
night cooling. 


AND THE DOWN-TO-EARTH PRICE YOUR CUSTOMER INSISTS ON now 





FAST SELF-INSTALLATION 
Welbilt’s own Expand-O- 
Mount assures fast one man, 
do-it-yourself installation, 
with only a screwdriver. 
Sturdy aluminum frame ex- 
pands to fit any standard 
width window, and provides 
weather-proof seal. 


CONVENIENCE FEATURES 





Simplified controls, automatic 
thermostat, permanent filter, 
adjustable air deflectors, fresh 
air intake rustproof cabinets 
of galvanized (zinc-clad) steel, 








cadmium plated base pan; elec- 
trostatically bonderized paint 
for lifetime beauty. 





full value for your customer 


and a full mark-up for you. There’s no resistance to Welbilt's list—it’s way below what customers expect. Contact Welbilt Immediately For Full Details. 


Weilbilt CORPORATION 
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Manufacturers of Welbilt Gas Ranges, Electric Ranges, Built-in Ranges, Room Air Con- 
ditioners, Central Air Conditioning and Heating Equipment, Detroit Jewel Gas Ranges, 
Wedgewood-Holly Gas Ranges, Garland Commercial Cooking Equipment, Unagusta Furniture. 
Executive Offices, Welbilt Square, Masoeth 78, N.Y. Phone EVergreen 6-4300 








STROMBERG-CARLSON 
Stereo Hi-Fi 


Stromberg-Carlson introduces a 
new compact “Young America” 
series of stereo hi-fi consoles. 

The 7-console line will be available 
nationally this month in dealer show- 
rooms across the country. Features 
include new concepts in amplifier 
and speaker designs. Controls are 
top mounted. Dual speaker systems 
for each stereo channel are aimed 
out front of console, making it prac- 
tical to place it side-by-side with 
upholstered furniture or in a corner 
without loss of volume. A feature of 
several models is placing matched 
heavy-duty woofers into acoustically- 
damped, slot-loaded apertures in 
cabinet floor. A weighted 11-in. 
turntable and diecast, all-metal arm 
are features of 4-speed_ record 
changer that automatically or manu- 
ally plays records of all types and 
sizes. Changer has a special clutch 
which makes it jam-proof. 

Styled by Federico, cabinets in authen- 
tic period furniture style are avail- 
able in Contemporary, French Pro- 
vincial, and Early American and in 
a variety of wood finishes including 
mahogany, walnut oil, Danish wal- 
nut, maple and cherry. Hardwood 
veneer is also used. 

Models include: No. SP716 phono or 
SP726 radio phono, prices starting 
at $239.95; SP711 phono or SP721 
radio phono, $199.95; SP713 phono 
or SP723 phono radio, $249.95; 
SP746 phono or SP766 radio phono, 
$299.95; SP741 phono or SP761 
radio phono, $269.95 ; SP743 phono or 
SP763 radio phono, $349.95; SP771 
phono or SP781 radio phono, $395.00. 
Stromberg-Carlson Div. General Dy- 
namics Electronics Corp., Rochester 
oes. Ailgs 
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Promote the 
leadership brands 


for faster turnover 
and good profits 


Brand Names Week gets bigger every year. Bigger 
sales, bigger profits. And now is the time to make 
plans for a full seale tie-in with this year’s promotion. 

Everything is in your favor. Your customers are 
pre-sold on Brand Names. Your own experience 
proves that leadership brands are what they prefer, 
what they buy most often. 

Your promotion will be backed up by Brand Names 
Week ads in America’s leading consumer magazines, 
newspapers, radio, TV, outdoor and transit. 

Make Brand Names Week your most productive 
promotion for 1961. Promote the leadership brands 


for faster turnover, bigger profits. 


Brand Names Foundation, Inc., 437 Fifth Avenue, New York 16, N. Y. 


MAY 8, 1961 
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IN THEINEWS 


Hoover Co.—Felix N. Mansager was 
named executive vice president and 
a director to succeed Oscar M. Man- 
sager who was appointed executive 
vice president and a director of 
Hoover Worldwide Corp., which fur- 
nishes management advisory serv- 
ices to Hoover companies throughout 
the world. Felix Mansager had been 
vice president of sales. 


Pioneer Manufacturing Co.—Allen L. 
Lockwood was appointed vice pres- 
ident in charge of sales, succeeding 
James R. Lockwood, who has taken 
an extended leave of absence. Allen 
Lockwood had been general sales 
manager. 





A. L. Lockwood 
of Pioneer 


F. N. Mansager 
of Hoover 


Arthur J. Pollara was appointed 
assistant sales manager, a new posi- 
tion. He previously was staff assist- 
ant for the water heater manufac- 
turing company. 


Bell Sound—John A. O’Hara was 
named marketing manager of the di- 


vision of Thompson Ramo Wool- 
dridge Inc. He came to the new post 
at Bell after serving as manager of 
consumer products marketing for 
RCA International division. 


W. T. Hedilund—Harvey B. Webster 
was named national marketing di- 
rector for residential and commer- 
cial garbage disposers. He had been 
sales manager for the company’s 
own brand, Whirlaway. 


Borg-Warner Corp.—Douglas Mueller 
was appointed director of public re- 
lations and advertising. He succeeds 
the late Donn Sutton. Mueller had 
been director of merchandising and 
public relations for the Seiberling 
Rubber .Co. 


Norge—Roy B. Totten was named 
sales engineer of thermoelectric 











HOME THEATER Model 23FMSP6195—Genuine Mahogany 
Blond or Walnut veneers, hand-rubbed. Hand wiring. 


AS ADVERTISED In 


| LIFE | LOOK | Post | 
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again built into Trav-Ler for ’61 


record changing cycles! 


“most popular” BSR ...now in America’s favorite hi-fi, and in the best- 
selling high fidelity lines around the world! 


dependable BSR... \ab-tested through over 550,000 consecutive perfect 


service-saving BSR ...jamproof... beautifully simple... trouble-free 
... engineered for most quality without complexity! 


demonstrable BSR ..+ plays all record sizes intermixed, with true high 
fidelity reproduction... plays 4 speeds, stereophonic and monophonic, 
automatically or manually! 


» Light, skip-free tracking as low as 2% grams...tone arm adjusts 
to all cartridge compliance requirements = Hum-free, rumble-free... 
with extra-powered, shielded motor . . . full rubber suspension, precision- 
balance = Stops flutter and wow with heavy, concentrically weighted 
turntable = Completely tropicalized ... humidity-proof » Detailed 
specifications, service charts and parts lists on request. 


Bdla Sound Ropreduclion 


CRAFTED IN GREAT BRITAIN BY BIRMINGHAM SOUND REPRODUCERS, LTD 
Distributed in U. S. by BSR (USA) LIMITED, College Point 56, L. I, N. Y. 


In Canada: Musimart Ltd., 901 Bleury Street, Montreal 
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products, a new position. He will 
coordinate activity on the company’s 
new thermoelectric refrigerator, de- 
signed for hotel room use. 

James J. Loney was appointed 
western field sales manager for the 
division of the Borg-Warner Corp. 
Previously he was a district manager 
based in Cincinnati. 


Frigidaire—Julian T. Blailock suc- 
ceeded Walter G. Jennings on his re- 
tirement as manager of the Fort 
Worth branch of Frigidaire Sales 
Corp. Blailock had been appliance . 
sales manager in Fort Worth. 


Owatonna Tool Co.—James Rainey 
was named district sales manager 
for Illinois, except for Chicago. 


DuMont—Howard B. Jansen joined 
the company as midwestern regional 
sales manager for DuMont televi- 
sion, radio and stereo hi-fi instru- 
ments. He will be responsible for 
sales operations in South Dakota, 
Iowa, Missouri, Kentucky, Oklahoma, 
Arkansas and the Texas panhandle. 
He will also cover the Memphis, 
Tenn., and Evansville, Ind., areas. 


Arkla Air Conditioning Corp.—Dudley 
E. Heath and Edward R. Gilmore 
were elected vice presidents of the 
company. Heath was staff coordina- 
tor of the Evansville, Ind., plant, 
and Gilmore was vice president of a 
company division in Russellville, 
Ark. Both retain their previous du- 
ties. 


Friedrich Refrigerators, Inc.—The com- 
pany, a subsidiary of Ling-Temco 
Electronics, Inc., appointed H. W. 
Whitmore director of engineering. 
He formerly held the same position 
with the Norge Division of Borg- 
Warner Corp. Jack Juen, Larry Ma- 
zurk and Jack Biggers were ap- 
pointed new regional managers. 


Admiral—John C. Zahora has been 
promoted to general manager of the 
company’s Midwest Manufacturing 
Corp. subsidiary. He’ll report to Cy 
S. Rossate, vice president-manufac- 
turing for several other Admiral 
plants and newly appointed head of 
Midwest Manufacturing. Zahora was 
purchasing agent for Midwest. 


Viking Industries Inc.—George H. 
Bushnell has been appointed area 
sales manager responsible for con- 
nector sales in metropolitan Los An- 
geles. Before he joined Viking, a 
components manufacturer, he was a 
sales engineer for Winchester Elec- 
tronics, Inc. 





DISTRIBUTOR 
APPOINTMENTS 
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CHRYSLER AIRTEMP—Central Whole- 
sale, Inc., Providence, for Rhode 
Island and four counties in Mas- 
sachusetts; Consolidated Appli- 
ance Co., Amarillo, Tex., for 63 
counties in western Texas and 
eastern New Mexico. 


GIBSON—Handwerg Distributing 
Co.~Tampa, for 19 southern and 
central Florida counties. 


HUPP PERFECTION—Pioneer Metals, 
Inec., Miami, for five counties 
around Miami; Pennbrook Sup- 
plies, Inc., Monroeville, Pa. for 
Pittsburgh; Morrison Distribut- 
ing Co., St. Louis, for southern 
Illinois and eastern Missouri. 














SPEED) QUEEN 
DEPENDABILITY} 


...fS now the KEY 10 SALES 
as well as PROFITS 


Ten years ago much wasn’t being said about dependability. Everything was 





















glamour, eye appeal, gadgets. It’s different today. People are demanding de- 
pendability. They want quality that assures long life and low service costs. 
And they are willing to pay for it. Such consumer pressure is right down 
Speed Queen’s alley. For no other laundry appliance line has a better service 
record than Speed Queen. This superiority in product performance has always 
been a prime factor in netting larger PROFITS for Speed Queen dealers. It is 
now a prime factor in also INCREASING SALES! 























Comyoatt= Combo 


The new Speed Queen 
Combination Washer-Dryer 
features a cabinet width of 


! only 25%” — yet launders 5 — Automatic Washers 

i a normal load of clothes. ; eri ns : 
This compact size taps a : Electric & Gas Dryers 
“space-saver” market which ae 
broadens the sales potential ‘ Combination Washer-Dryer 


j for Speed Queen dealers. 
\ I .) ealers Wringer Washers 








Write, wire or phone — 

Speed Queen 

A Division of McGraw-Edison Co. 
Ripon, Wisconsm 


MAY 8, 1961 








"| READERS 


| SAID... 


EM WEEK welcomes expressions of 
opinion from its readers for publication, 
subject, of course, to final editing and 
approval by editors. 














Editor, EM WEEK: 

In EM WEEK of March 13, we no- 
ticed a new product announcement 
for a “Thermo Tray Hot Tray.” 

As you may know, Salton Manu- 
facturing Co., Inc. was the first firm 
to place on the market 11 years ago 
an -electric warming tray. This tray 
has become famous’ under the 
brand name HoTray. Understandably 


our tray known as the HoTray, you 
became accustomed to associating all 
electric warming trays with HoTray. 
This combination of words “hot 
tray,” was not used in the English 
language until the introduction of our 
HoTray trademark, registered in the 
U.S. Patent Office. As a result of this, 
we claim exclusive trademark rights 
to such a combination of words, and 
several times in the past competing 
manufacturers, upon our request, 
changed their advertising matter so 
as not to conflict with our rights. 
Therefore, I would greatly appre- 
ciate that in the future when re- 
ferring to electric food warming 
trays not of our manufacture, you 
kindly not use the words “hot tray” 
and their connotation. 
Lewis L. Salton, President 
Salton Manufacturing Co., Inc. 


Editor, EM WEEK: 

Just want to make a comment on 
the article headlined, “The Chal- 
lenge of Change .. .” in the April 
17 issue of EM WEEK where you say 
that 1961 should be a year of “pro- 
gressive development.” You also 
mention “growing competition.” 

I can’t see where that’s “progres- 
sive development.” * 

Daniel Pizzica 
Aspinwall Radio & Electric 
Aspinwall, Pa. 


Mr. Pizzica refers to EM WEEK’s re- 
port of a speech by Alfred C. (Tom- 
my) Thompson, president of NRMA, 
before the association. The phrases 
which Mr. Pizzica extracted were 
labeled as direct quotes from Mr. 
Thompson and were not editorial 
comments expressing the opinion of 


through your long familiarity with New York, N. Y. 


this magazine. 



























Food Products—Coffee, baby foods, canned orange 
jvice, frozen orange juice, catsup, tomato juice, rye bread, - 


" mixes, cakemix, pancake or waffle mix, peanut tae 
-canned non-carbonated fruit drinks, potato chips, soda 
crackers, salt, frozen complete dinners, frozen vegetables, 
:~ frozen fish sticks, french dressing, salad or cooking oil, — 
diet supplement, conned dietetic fruits and vegetables, — 
breakfast cereals (hot, cold), gum, peas, wieners or frank- 





TOILETRIES 


———————————————ee— 
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. .Home Appliances—Owners and renters of homes, — 
_ washing machines, combination washer-dryers, home _ 
heaters, television sets, stereo systems, vacuum cleaners, — 
FM radios, transistor radios, freezers, refrigerators, toast- 
ers, electric fry pans, electric ranges, gas ranges, food — 
| mixers, home improvements, painting, power mowers. 


HOMES-APPLIANCES 


AUTOMOTIVE 


Automotive—6asoline, make and model of igs aed, 
| fires, snow tires, antifreeze, motor oil, motor oil additives, — 
car insurance, gasoline credit cards. Ci ~ 


General—Composition of families, employment and in- | 
come, cigars, pipes and pipe tobacco, cigarets, girdles, 
brassieres, stocks and bonds, recreation (summer and 
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and youre 
in it! 


See where your brand stands 
in Milwaukee . . . a million-plus 
metropolitan test market 


This 38th annual report of America’s 
original Consumer Analysis is again con- 
ducted in consultation with the Advertis- 
ing Research Foundation. It presents vital 
appliance market information gathered 
since January 1, 1961, including: 


@ number of owners of various appliances 
and brands in use 


@ number of home owners and renters by 
income bracket 


e trend of appliance ownership 


Consumer Analysis is a complete picture 
of the competitive positions and trends of 
hundreds of brands, consumer choice of 
stores, and Comparisons with past years. 
It will give you valuable ready reference 
to consumer buying habit in a metropoli- 
tan market of over a million population. 

If you haven’t received your copy, write 
or call us. 


“THE MILWAUKEE JOURNAL 


Member of Million Market Newspapers, Inc. 


e LOS ANGELES e SAN FRANCISCO 
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CASWELL SPEARE puBLisHER 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert J. 
Tucker, Director of Creative Marketing; 
Henry J. Carey, Director of Market Re- 
search; Peter Hughes, Production 
Manager; Marie Restaino, Production 
Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Warren S. Ackerman, 
Rudy Bauser, Sanford Wiedenmayer 
(HGDB), 500 Fifth Avenue, N.Y. 36, 
N.Y., OX. 5-5959. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Robert J. Scannell, Edward 
J. Brennan, Bruce Tepaske (HGDB), 
645 N. Michigan Ave., Chicago 11, Ill., 
MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., Rl. 7-5117. 


HOUSTON: Joe Page, W-724 Pru- 
dential Bidg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 68 Post St., San Francisco 4, 
Cal., DO. 2-4600. 

PORTLAND: Scott Hubbard, Pacific 


Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 


World’s Most 
Versatile Dryer 


Te 








Heating 


Defrosting 


e Ytailer 


HAIR 
‘DRYERS 







MULTIPLE 
USE 


Quick, surging heat for any purpose. 
Built to last for years*. Dealers, distrib- 
utors fully protected by Master sales 
policy. Excellent profit arrangement. 


A QUALITY PRODUCT OF 


MASTER 


APPLIANCE CORPORATION 


Racine, Wisconsin 


*Unsolicited testimonials report Master Hair 
Dryers in regular use for 20 years and more. 





MARKET 
REPORTS 


CONTINUED FROM PAGE 3 

taled, January through April sales 
have paralleled last year’s figures. 
Incidentally, with one exception, all 
April sales were cash . . . again 
proving consumers have money, but 
they’re cautious in spending.” 

With hopes high, Adams explained 
he had embarked on a direct mail 
program a few months back “that 
seems to be more successful than 
any other type of promotion we’ve 
used. The direct mail brochure is 
sent to an occupant by name and 
address. This personal touch appears 
far more effective than a newspaper 
ad.” 

Other dealers concurred with 
Adams’ overall picture. Although no 
boom was on the horizon, appliance 
dealers were not depressed. 


WEST ... SALT LAKE CITY—A 
dip in appliance and electronics sales 
in March and April in the Salt Lake 
area was blamed by one merchant on 
“competition from savings institu- 
tions” for customer dollars. 

Noting the buildup in bank and 
savings and loan association deposits 
during the period and “about a 10% 
drop in our sales of appliances” was 
Horace A. Sorenson, president of 
South East Furniture Co. The firm 
is one of the largest volume sellers 
of appliances and home furnishings 
in northern Utah. 

Sorenson, who said January and 
February sales may also have had 
an effect on March-April activity, 
stressed that “people have more 
money in savings accounts than be- 
fore.” He said that several liquida- 
tion sales in the first part of the 
year in his area did not affect his 
firm because it met price competi- 
tion from the sales. 

An upturn in sales occurred in the 
last weeks of April and he believed 
that a 10% hike in new housing 
starts in Utah for the first quarter 
of 1961 versus the same period a 
year ago would contribute substan- 
tially to improvement in appliance 
retailing this year. 

His views on “over-saving”’ were 
reinforced by the aggressive adver- 
tising in Salt Lake papers by vari- 
ous financial institutions, including 
banks, savings and loan associations, 
industrial loan companies offering 
thrift certificates, newly organized 
“trust deed” corporations and brok- 
ers for savings deposits. Interest 
rates of up to 8% have been pro- 
moted by certain financial institu- 
tions, but not banks or mutual sav- 


vember and December,” he _ said. 
Crawton, who started in the appli- 
ance business at age 18, believes the 
electronics industry must develop ap- 
pealing different products for the 
consumer. He said that “TV has been 
dead as a doornail for three years” 
and that the promotion of portable 
TV has resulted in some families 
using their bedroom portables per- 
manently when their console models 
fail. The color TV promotions of 
years past, he said, have boomer- 
anged on the industry. 

“They have developed nothing new 
in color TV, which is still using the 
old 19-inch round tube—with square 
mask in some cases. With three guns 
it is three times as complicated as a 
black-and-white set. With three times 
the complications electronically, you 
get three times the service com- 
plaints and the instrument costs 


three times as much as black-and- 
white. I’m convinced someone will 
break through on this. But who?” 
he asked. 

Crowton also scored the failure 
of the industry to promote retire- 
ment of ancient radios. “A lady came 
to me the other day and reminded 
me I had sold her a radio years ago. 
Would I test a tube for her? I did, 
and looked at the tube. It was for 
an Atwater-Kent radio I’d sold her 
in March of 1929. It still worked.” 

To Ed Lane, appliance manager 
at the Paris Co., downtown depart- 
ment store, things looked better the 
last 10 to 12 days in April. Not only 
was there good movement in white 
goods, but TV was active—princi- 
pally portables. “‘We even sold some 
console TV—about 25 last month,” 
he said. 

“As you know, things have been 


pretty dead in recent months,” he 
said. Lane blamed the slump in this 
period on “depression talk in Wash- 
ington. I guess people were believ- 
ing it,” he said. Lane concurred that 
stero-hi-fi is seasonal. He doesn’t be- 
lieve there’ll be the market for it 
that there was around Christmas of 
1959—a big sales period for him. 
Lane already was selling some air 
conditioning, but feels it is sort of a 
“necessary evil” because of installa- 
tion problems and inventory accu- 
mulation which are subject in this 
part of the nation to whims of 
weather. 

Lane figures that the first four 
months were about 10% to 15% be- 
low appliance-electronics sales of a 
year ago, largely because of a slump 
in March and the first part of April. 
He was looking for a steady improve- 
ment in volume in months ahead. 








Only Martin Offers Both These Sales Extras... 


Continental Console Cabinet Styling... 


High Fidelity Heat... 





ings institutions. 

Wayne Crawton, manager of the 
appliance department at the down- 
town and suburban Sugar House 
stores of the Keith O’Brien depart- 
ment store, felt that stereo-hi-fi is 
now definitely a seasonal sales item. 
“Seventy-five percent of our stereo- 
hi-fi sets are sold in October, No- 
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MARTIN V-900 
VENTED CIRCULATOR 


If you’ want to sell more gas heaters . . . you have to please two 


people. The woman wants beauty. Martin gives it with smart 


One example of the smartness of 
Martin Continental Console Cabinet 
design. V-900 series is available in 
4 sizes. All have High Fidelity Heat, 
Lifetime Guaranteed cast iron 
burners and permanent easy-to- 
keep Porcelain finish. 


Continental Console Cabinet styling. The man wants heating effi- 
ciency. Martin gives it, in full measure, with the kind of engineering 
that produced High Fidelity heat. 


Yes, Continental Console styling and High Fidelity heat are tangible, 


sales producing extras, available to you only with the Martin line. 








For the full story, see your Martin distributor or write for Catalogue 
today. 






STAMPING & STOVE COMPANY 
HUNTSVILLE, ALABAMA 
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COMING UP ...A RAFT OF 


RCA VICTOR brings you the most i Summer’s coming—and so are slews of 
Sa ) customers wanting the best-looking, best- 

. . sounding transistors for beach, vacation, and patio. 
beautiful, most sellable transistors ~*~ a ee ee 
They want RCA Victor Transistors. Transistors of 

all kinds, colors, shapes, sizes that are more sellable 


—Nnow from only $94.95! than ever—all with famous RCA Victor “Golden 
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TRANSISTOR RADIO SALES! 


Throat” tone... RCA Victor “High-T”’ Circuits that 
give dramatically improved fidelity ... RCA Victor 
Security Sealed Circuits that seal quality in, seal trouble 
out, keep customers contented. 

Have a wonderful, profitable summer with RCA 


Victor transistor radios! 


MAY 8, 1961 


The Most Trusted Name in Radio 


RADIO CORPORATION OF AMERICA 





*Nationally advertised list price shown optional with dealer. Price, specifications subject to change. TMK(S)® 
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Over three million homes in America are now 
equipped with gas refrigerators, and 


Owners are loyal to their gas units because they 
have piled up a fantastic record of trouble-free 
performance, economy, dependability, quiet 
operation ... but 


Almost two million are ready for replacement 
now for one reason or another. Their owners want 
modern features and design in the refrigerator 


they select ... plus gas economy, gas quiet, gas 


dependability. They are pre-sold on the gas re- 
frigerator idea, need only be sold a unit with the 
modernity they’re seeking. 

Only the RCA WHIRLPOOL, world’s first and 
only no-frost gas refrigerator-freezer, can give 
it to them. It has the built-in look, with today’s 
most popular features and advantages . . . plus 


the special advantages of gas. It’s the “just 


right’”’ answer for the all-gas kitchen . . . com- 
pact, modern. 
You have exclusives to sell . . . IceMagic®, 


the exclusive automatic ice maker with 108-cube 


supply; the “zero-degree’’ freezer with no-frost 
activated cold; the Jet-Cold* Shelf for quicker 
chilling;and more, many moreimportant features. 
A real profit opportunity. This is “high end” 


merchandise. Your investment in sales effort can 
bring areal profit opportunity instead of trimmed- 
down margins. Remember .. . gas refrigerator 
owners paid more years ago to purchase the 
benefits of gas; experience proves they are willing 
to pay more now for the even greater benefits of 
the RCA WHIRLPOOL no-frost gas refrigerator. 











Tell the prospect the story through an in- 
telligent application of merchandising and sales 
effort. The market is there; the product is quality 
built; the profit potential is there, waiting for 
alert dealers. 


See your RCA WHIRLPOOL distributor for facts 


and figures . . . and learn about the new, power- 
ful merchandising program he has for you. 


Model GA-1400 


*Tmk. 


Fuintnest 


CORPORATION 


ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers @ Dryers e Washer-Dryers @ Refrigerators @ Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers « Vacuum Cleaners. 


f trademorks fet on CA authorized by trodemork owner Radio Cerporotion of America 
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FINANCIAL 
REPORTS 


Schick, Inc.—Sales for 1960 were 
$22,144,138, compared to $22,345,020 
in 1959. Earnings were $216,742 or 
18 cents per share compared to net 
earnings of $136,986 or 11 cents per 
share in 1959. 


Magnavox Co.—Net income for 1960 
was a record $6,533,000, a 40% in- 
crease over 1959’s $4,679,458. Earn- 
ings per share increased from $1.99 
to $2.76. Sales for the year were 
$124,879,052, 15% ahead of the 1959 
total of $107,758,670. Sales volume 
for the first quarter of 1961 was 
$32;000,000, up 11.6% over the fig- 
ure of $28,676,000 for the first quar- 
ter of 1960. 


Hoover Co.—Earnings for 1960 were 
$5,287,528, compared to $6,122,723 
in 1959. Sales were $48,833,065. The 
1959 figures was $55,140,350. Earn- 
ings per share were $1.55, compared 
to $1.79 in 1959. 


Maytag Co.—Net sales for the first 
quarter of 1961 were $26,435,737, 
a decrease of 18% from the 1959 
sales record of $32,363,908. Income 
for the first quarter was $2,604,549, 
representing 79 cents a share, com- 
pared to $3,327,162 or $1.02 a share 
in 1959. 


Borg-Warner Corp.—First-quarter 
sales totaled $133,545,995, compared 
with $162,022,000 in the first three 
months of 1960, a 17.6% decrease. 
Net profit for the first quarter was 
$3,624,263 or 40 cents a share, against 
$8,319,000 or 92 cents a share in 
1959, a decline of 56.5%. 


Zenith Radio Corp.—First quarter 
1961 showed sales of $63,965,865, 
compared to $68,144,976 for the rec- 
ord first quarter in 1969. Profits 
were $3,446,030, which amounted to 
$1.16 a share, compared with $3,855,- 
129 or $1.30 a share for the same 
period in 1960. 


Roper Corp.—First-quarter sales were 
$7,100,966, compared to 1960’s first- 
quarter figure of $6,171,476. Net 
profits were $140,605 or 51 cents a 
share, compared with $82,313 or 31 
cents a share for first quarter 1960. 


Westinghouse—Profit for the first 
quarter of 1961 was $9,067,000, equal 
to 25 cents a share, a decline from 
the $19,496,000 or 55 cents per share 
earnings reported for first quarter 
1960. Sales were $436,103,000, com- 
pared with $458,817,000 for the same 
period in 1960. 


Hoffman Electronics Corp. — First- 
quarter earnings for 1961 were 
$256,668, compared with $2,530 for 
the first quarter of the previous 
year. Sales were $16,098,315, com- 
pared to $10,215,897 for first quarter 
1960. 


Standard Kolisman Industries, Inc.— 
The first quarter ended March 31 
showed sales of $24,670,723, com- 
pared to $21,871,820 for the same pe- 
riod in 1960. Earnings were $770,149 
or 37 cents a share, compared to 
$572,000 or 27 cents a share in 1960. 


Wilcox-Gay Corp.—Sales for 1960 to- 
taled $9,495,000, compared to 1959’s 
figure of $7,534,000, a 26% increase. 
Earnings increased to $311,000 or 
70 cents a share from $26,000 or 6 
cents a share in 1959. 
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HOW’S BUSINESS? Here’s the answer for 26 key markets which 


cover 15% of the U.S. buying public. Based on flash reports of 
dealer sales in the areas served by these utilities, the chart pro- 
vides you with an authentic, timely index of retail sales. It’s an 
ELECTRICAL MERCHANDISING WEEK exclusive. 























Electric Room Air 
Feb. 1962 vs. Feb. 1900 ” Refrig- Electric Water Clothes Dish Condi- 
2 Mos. 1961 vs. 2 Mos. 1960 00 erators Freezers Ranges Heaters Washers Dryers Washers tioners TV 
IN THE EAST 
United Illuminating Co. + 2 +34 - 9 -—30 + 5 - 8 0 —- 62 -11 
+ 2 +34 — 8 —14 +9 -5 - 9 — 64 -—- 4 
N. Y. State Elec. & Gas Corp. -—33 + 2 —10 + 2 —12 - 7 — 14 0 ° 
—16 -—- 3 —15 -—- 3 —14 -15 + 36 + 80 ° 
Jersey Central Power & Light +12 -13 - 2 -11 + 6 -9 +12 - 57 +32 
+ 2 — 7 — 8 —15 — 4 -1ll + 16 — 59 + 8 
New Jersey Power & Light Co. -4 +46 -1 + 3 +21 +25 +49 -40 +5 
—10 +13 — 3 — 7 — 2 — 5 + 21 — 50 —11 
Philadelphia Elec. Assoc. —28 0 —53 —44 —11 -33 - 19 + 14 + 5 
—24 + 6 —41 — 6 —15 -17 -11 5 ee 0 
Pennsylvania Elect. Co. -15 0 - 3 — 7 —22 -28 -—- 25 -— 22 -21 
—12 — 7 0 —- 8 —21 —-23 -—- 17 — 29 —14 
West Penn Power Co. -27 + 9 -—14 +26 —30 -31 + 33 — 62 -—20 
—23 0 —18 + 8 —26 -30 + 13 — 52 —27 
IN THE MIDWEST 
Dayton Power & Light Co. —33 + 3 —20 - 3 -15 -21 + 31 - 20 -28 
—28 — 2 —21 —33 —15 -28 + 7 — 42 —27 
Central Illinois Public Service + 8 —10 -—25 -—17 -—11 -34 —-— 28 — 25 + 1 
— 2 -— 9 —22 —21 —14 -31 - 1 — 28 -— 9 
Kansas Gas & Electric Co. -19 +17 -—12 — 7 —24 -32 - 33 +127 -—28 
—22 + 8 —15 —16 —11 -16 - 19 + 49 —38 
Kansas Power & Light Co. - 4 -—21 -13 —43 - 7 —36 “4 — 44 -10 
— 3 — 3 —12 —25 — 6 —28 . - 6 —10 
Nebraska-lowa Elec. Council - 1 +50 -11 +17 +12 +2 + 89 0 - 7 
+16 +28 -— 1 +20 +31 +33 + 57 + 10 + 1 
IN THE SOUTH 
Chattanooga Elec. Power Bd. -25 —53 - 8 + 3 -—22 - 9 +100 - 65 - 3 
—22 —50 —13 — 5 -—18 -3 + 45 — 58 — 5 
Nashville Elec. Service +9 - 9 -— 6 -—16 ° ee ae ® ee 
—13 —18 —12 —17 * ee ee . g 
Florida Power & Light Co. + 4 +14 +11 +33 -18 +9 —- 18 + 41 -—28 
+1 +21 —17 +42 —14 -18 -— 25 + 66 —25 
Florida Power Corp. —20 +57 —34 —27 - 9 -18 -—-— 26 + 97 -21 
-12 +49 —24 —21 — 3 -—- 3 -—17 + 27 —11 
Tampa Electric Co. -14 +33 —22 -15 - 3 -21 + 7 - 1 - 1 
—1l +26 —1l — 4 — 7 0 + 14 — 26 + 7 
IN THE SOUTHWEST 
Dallas Power & Light Co. -28 -19 -18 ° —42 -39 - 6 —- 32 —27 
-18 — 7 —22 . —23 —-12 + 6 + 98 —30 
Gulf States Utilities Co. ° ° —27 0 bd —35 . : * bg 
ae a —24 _" 3 oa 2 | a a a 
El Paso Electric Co. —34 -—19 - 3 -—20 ° -11 + 71 +600 -16 
—18 + 7 — 6 —22 . — 1 +19 +135 —22 
Southwestern Electric Power - 3 +18 -— 4 +21 -—14 +52 + 3 — 20 + 9 
— 7 + 6 —18 — 4 —14 -9 —- 21 — 25 0 
New Orleans Public Service + 3 +23 - 8 . -— 6 -17 ++ #1 - 1 + 7 
- 1 + 6 —24 ° +1 +5 — 15 —- 12 +18 
IN THE WEST 
Idaho Power Co. -—10 +14 0 +15 -11 -24 - 2 * * 
—11 + 3 0 +17 —10 —21 + 18 * * 
Pacific Gas & Electric Co. - 3 + 4 - 2 + 9 - 1 -2 —-—- 4 + 44 0 
+ 1 + 5 + 7 + 9 +1 ee ee ee + 52 +1 
Pacific Power & Light Co. - 6 - 3 —14 -10 —- 6 -6 - 3 - 12 -15 
— 7 — 3 —10 — 3 —11 —- 8 + 15 — 12 —18 
Washington Water Power Co. +23 +85 +15 + 5 -—23 -26 + 21 — 84 - 5 
-— 1 +56 —17 +19 —10 -19 + 13 — 89 +10 
NATIONAL 
Feb. 1961 vs. Feb. 1960 -10 + 5 -10 + 3 -11 -15 - 5 + 13 - 7 
2 Mos. 1961 vs. 2 Mos. 1960 — 8 + 4 —11 + 7 — 9 —1l —- | + 22 — 7 


O — No Change * — Not Available 





February Was 


Although retail sales in February 
were not booming, they were, never- 
theless, encouraging to the dealers 
making up EM WEEK’s utility-dealer 
panel. Three items—freezers, water 
heaters, and air conditioners—forged 
well ahead of 1960 while the remain- 
ing six appliances gave every indi- 
cation of finally making the big sales 
move. 

Regionally, the West Coast scored 
best of the five areas surveyed. Pa- 
cific Gas & Electric (San Francisco) 
recorded a two-month gain in every 
appliance, and Washington Water 
Power (Spokane) revealed sizeable 





Encouraging 


sales gains in TV, dishwashers, 
freezers and water heaters. In the 
Southland, the picture was different 
with all five utilities reporting sales 
generally on the negative side. Sales 
in the East and the Southwest were 
mixed with some encouraging gains 
noticeable in individual areas. As 
for the Midwest, retail sales were 
definitely on the upswing in Febru- 
ary as Nebraska-Iowa Electric chart- 


ed gains in every appliance except 


ranges. In Kansas, total sales were 
on the low side but this was attrib- 
uted to slow buying in the Wichita 
area; actually sales outside that mar- 


ket were, in many cases, ahead of 
1960. 

Summing up, preliminary informa- 
tion on March was for increased sales 
activity on all fronts. It appeared 
that the nation’s dealers were com- 
ing out of the recession-inflicted sales 
doldrums and that the long-awaited 
upturn was in the making. This 
theory was backed up by the fact 
that although February unit sales 
were, for the most part, down from 
1960, they were up from January, 
1961, in most areas. 

But spring promotions in areas 
served by the utilities are getting 
into high gear, and by the end of 
the first quarter the news was ex- 
pected to improve substantially, as 
business swings upward. 
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“IN 1960... THE GREATEST SINGLE 
TO ME WAS BECOMING A 








Bililis LL ih 
Carroll D. MeMullin — 
reveals another reason why | 
Magnavox Is the industry’s 
most profitable franchise! 


“..-the horse trading days went out with the 
horse and buggy for Magnavox franchise 
holders,” writes Carroll McMullin. The reason? 
Magnavox carefully limits the number of 
dealers in each market. As a result, there’s no 
cutthroat competition. Magnavox Dealers sell 
at full markup—and in volume! Actually, top 
dealers chalk up $100,000 to $2,000,000 


Magnavox sales annually — all at list price! 


ONLY MAGNAVOX GIVES ITS DEALERS SO MUCH TO SELL! 














Magnavox Record Player—Revolution- Biggest, Clearest Picture—superb 27" The Imperial Continental—a stereo- The Broadway Stereo Theatre 23—one 
ary new concept in automatic players. TV with separate FM radio. 27" pictures phonic high fidelity instrument with pow- of 13 beautiful styles in the industry’s 
Jam-proof! Fool-proof! Less than 1/10 oz. are nearly half-again as large as today’s erful FM/AM radio. Two 15" bass speakers, largest, fastest-moving line of complete 
tracking pressure. Treasured records and 23" sets! 4-speaker high fidelity sound sys- two 1000-cycle exponential treble horns home entertainment centers. Choice of 
diamond stylus last a lifetime of normal tem. Choice of styles in fine woods. Mag- for superb tone. In fine woods—from 23", 24" or 27" TV. Magnavox Stereo 
use! navox TV starts at only $168. $495. Other consoles from $139.50. Theatres priced from $399.50. 
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THING TO HAPPEN 
MAGNAVOX FRANCHISED DEALER” 


.. . says Carroll D. McMullin, past president of NARDA and owner of De Veaux Television & Appliances, Toledo, Ohio. 
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MAYTAG! 


Vib & § 


His . 


1. Magnavox limits the number of dealers in each market. 


ys The top Magnavox Dealers range from $100,000 to 
* $2,000,000 at full list and full profit. 


reason 
r why De Magnavox provides profit margins up to 20% higher than competition. 
Magnavoxis 4 


the industry’s fe oe 

5 Magnavox list prices—actual selling prices—are from 
most pr ofitable * 20% to 50% lower than comparable models in other brands. 
fr anchise on 6. Magnavox is the prestige line that sells in volume. 


a ly bas us of 7 Product superiority, demonstrable performance, style 
comparison: * selection and value make Magnavox outsell all other 


brands in franchised stores. 


the magnificent MH 


WORLD LEADER IN 


Magnavox guards your margins against discounters—no vicious price cutting. 


There are still a few Magnavox franchises available in some markets for qualified dealers. 


qnavox 


STEREOPHONIC HIGH FIDELITY AND QUALITY TELEVISION 





The Magnavox Company, precision electronic equipment for industry and defense, Fort Wayne, Indiana. 
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Suggested 
list 
MODEL 12RD10 


WITH FULL 
PROFIT MARGIN. 


FULLY AUTOMATIC — FULLY EQUIPPED 


In the ha Selling 12-foot size everybody 


© Exclusive Custom Tailored Cold . . . the right place, 
wants a brand new traffic-jamme: 


right temperature, right humidity for every food you 


from Phi co. It’s here just in time for peak store © Dairy Bar Storage Door . . . Butter Keeper, 
season selling, fast turnover and profits Cheese Keeper, Egg Racks, Milk Shelf @ Zero Zone 
And it nas everything ... hot price . . . auto- Freezer holds 100 ibs. © New Custom Wedgwood Blue 
matic defrost in refrigerator ... new cabinet and White interior © Approved for recessed installation 


line styling by Underwriters’ Laboratories 


FOR FULL DETAILS, CALL YOUR PHILCO DISTRIBUTOR TODAY! 


PHILCO 


Fe) Yemows for Quality the World Over 


NEW PRODUCTS 
OF SPACE AGE 


RESEARCH FROM 










a quick cHeck or BUSINESS TRENDS 


Latest |Preceding| Year HOW THEY 
Month Month Ago COMPARE 
FACTORY SALES 107 104 133 19.5% down* 
appliance-radio-TV index (Dec. 1960 vs. 
(1957 = 100) Dec. 1959) 
RETAIL SALES 18.1 17.9 18.2 oe 
illi (March 1961 vs. 
total ($ billions) ee’ a 
APPLIANCE-RADIO-TV 316 299 337 6.2% down 
STORE SALES (Jon. 1961 vs. 
($ millions) Jon. 1960) 
CONSUMER DEBT + + 279 286 299 6.7% down 
owed to appliance-radio-TV “a og 
dealers ($ millions) ~ 
FAILURES 33 28 27 Peni hg 
i - io- arc VS. 
of appliance-radio-TV dealers Mach 1960) 
HOUSING STARTS 106.5 79.9 725 Pik 
arc vs. 
er March 1960) 
AUTO OUTPUT 135.5** 124.5** 114.3°*| = 18.5% up 
(thousands) 
PERSONAL CONSUMPTION 18.0+ 18.34 19.24] 6.3% down 
EXPENDITURES (4th qtr. 1960 vs. 
for furniture-household 4th qtr. 1959) 
equipment ($ billions) 
DISPOSABLE INCOME 358.14 357.5+ 342.44] 4.6% og 
Whi (4th qtr. 1960 vs. 
annual rate ($ billions) ~ ot + Ay 
CONSUMER SAVINGS 27.24 29.24 228+] 19.3% up 
annual rate (§$ billions) (4th qtr. 1960 vs. 
4th qtr. 1959) 
EMPLOYMENT 65,516 64,655 64,267 1.9% up 
(March 1961 vs. 
crmuensi March 1960). 

















*New index being used. Federal Reserve Bulletin, September, 1960 (seasonally odjusted). 
**Figures are for week ending May !, 1961, and preceding week (revised). 
+ Figures are for quarters. 

+-+Federal Reserve Bulletin figures (revised). 


a quick cHeck or INDUSTRY TRENDS 


An _ up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 











1961 1960 % 
(Units) (Units) Change 
AIR CONDITIONERS, Room.......... Feb. 206,800 154,800 +33.59 
2 Mos.* 304,500 222,000 +37.16 
| 2. eee Feb. 38,900 46,000 —15.14 
? Mos. 79,700 83,200 — 42) 
DRYERS, Clothes, Electric........... Mar. 56,475 60,946 — 1.34 
3 Mos. 175,534 205,021 —14.38 
Oe. Mar. 25,618 29,259 —12.44 
3 Mos. 91,057 105,154 —13.41 
FOOD WASTE DISPOSERS ......... Feb. 50,400 56,300 —10.49 
2 Mos. 106,300 108,100 — 1.67 
RN 5 icc cth ana erscennas Feb. 68,400 97,400 —29.17 
2 Mos. 126,500 150,600 —16.00 
PHONOGRAPH SHIPMENTS ..... Feb. 255,348 417,315 —38.81 
2 Mos. 547,097 877,044 —37.62 
RADIO PRODUCTION Week Apr. 21 185,401 211,997 —12.55 
(excludes auto) 16 Weeks 3,063,343 | 3,229,702 — 5.15 
RADIO RETAIL SALES .............. Feb. 666,228 611,479 + 8.95 
2 Mos. 1,246,908 | 1,414,867 —11.88 
TELEVISION PRODUCTION Week Apr. 21 101,043 101,708 — .65 
16 Weeks 1,616,748 | 1,892,893 —14.59 
TELEVISION RETAIL SALES Feb. 452,282 507,673 —10.91 
2 Mos. 852,073 | 1,098,540 —22.44 
REFRIGERATORS 0.020.000... Feb. 239,000 302,400 —20.96 
2 Mos. 464,700 569,100 —18.34 
RANGES, Electric, Standard Feb. 74,900 83,500 —10.30 
2 Mos. 146,000 150,900 — 3.25 
Built-in..... Feb. 53,200 59,700 —10.89 
2 Mos. 91,500 105,800 —13.52 
RANGES, Gas, Standard Mar. 121,200 144,400 —16.07 
3 Mos. 318,500 391,300 —18.60 
Built-in... Mar. 28,000 30,400 — 7.89 
3 Mos. 70,000 76,200 — 8.14 
VACUUM CLEANERS Mar. 349,972 339,918 + 2.9 
3 Mos. 850,417 892,731 — 4.74 
WASHERS, Automatic & Semi-Auto Mar. 239,777 242,510 — 1.13 
3 Mos. 608,849 667,916 — 8.84 
Wringer & Spinner Mar. 65,813 63,125 + 4.26 
3 Mos. 153,222 175,924 —12.90 
WASHER-DRYER COMBINATIONS Mar. 10,908 18,746 —41.81 
3 Mos. 23,325 49,029 —52.43 
WATER HEATERS, Feb. 60,300 75,500 —20.13 
Electric (Storage) 2 Mos. 112,800 138,200 —18.38 
WATER HEATERS, Gas (Storage) Mar, 249,400 | 247,300} + 85 
3 Mos. 682,200 | 677,600! + .68 











*includes January 1961 correction Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 


ELECTRICAL MERCHANDISING WEEK 
























TAKING STOCK 


A quick look at the way in which the 


stocks of 53 key firms within the industry behaved last week. This 


summary is another exclusive service for readers of EM WEEK. 
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DEC JAN FEB MAR APR MAY MAY MAY MAY MAY JUNE JUNE JUNE JUNE JULY JULY JULY JULY JULY AUG AUG AUG AUG SEPT 


Mie ee ae, oe, Se ee ee ee ae Bee 
Stocks and Dividends 
In Dollars High 
NEW YORK EXCHANGE 
Admiral 15, 
American Motors 1.20 21% 
Arvin Ind. 1 28g 
Borg Warner 2 43% 
Carrier 1.60 435% 
CBS 1.40B 42% 
Chrysler 1A 48 
Decca Records 1.20 45!/2 
Emerson Electric 1BXD 85 
Emerson Radio .37T 16'/4 
Fedders 1B 24 
General Dy. 1 45! 
General Elec. 2 74 
General Motors 2 47¥%, 
General Tel & El .76* 32'/2 
Hoffman Elec. 249% 
Hupp Corp. .25F 11% 
Magnavox 1 929% 
Maytag 2A 49 
McGraw-Edison 1.40 40% 
Minn. M&M .60 87 
Montgomery Ward 1 343%, 
Monarch .04 18! 
Motor Wheel 1 20!/2 
Motorola 1 94 
Murray Corp. 30% 
Norris-Thermador 241, 
Philco 24\/4 
RCA 1B 62! 
Raytheon 2.37T 421/, 
Rheem 1954 
Ronson .60 18% 
Roper GD 24/4 
Schick 14\/, 
Siegler Corp. .40B 34 
Smith A. O. 1.60A 37% 
Sunbeam 1.40A 54\, 
Welbilt .10E 6/2 
Westinghouse 1.20 50 
Whirlpool 1.40 34/4 
Zenith 1.60A 144%, 
AMERICAN EXCHANGE 
Century Electric 10% 
lronrite .25T 8l/, 
Lynch Corp. 87T 12%, 
Muntz TV bf, 
National Presto .60 31 
Nat. Un. Elec. (Eureka) 3% 
Pentron 5% 
Proctor-Silex 8!/g 
Republic Trans. 9/, 
MIDWEST EXCHANGE 
Knapp-Monarch —_ 
Trav-ler Radio — 
Webcor we 














Cm Ss eee ee eR Se BS 
1961 Close Close Net 
Low |Apr. 24] May 1] Change 
10% 13% 125% emt 
16!/2 183%, 185% — 
20 26%, 253% — % 
35 40 39 mane) 
ay 40!/, 41%, + | 
35% 40 405% + &% 
379% 43'/ 424%, ne hy 
32% 41% 44'/, + Vy 
50 8! 823%, + 1% 
11¥e 14! 14% — 
17%, 20!/2 21% + 
36% 38!/2 37% — ik 
603, 62 60%, — 1%, 
40% 45% 45!/2 + % 
26!/2 28'/, 28!/ os 
16", 20% 23/4 + 2/2 
8 10% 10% _ Vo 
46 81%, 84!/, + 3%, 
36/2 48 474, — % 
30% 36'/g 36 — 
mre os 83 + | 
8 29'/> + 1 
13% 17% 17\/2 nee Hf, 
1134 15%, 153%, = & 
75/g 89l/, 8834 — 
265% 285 283%, + Vp 
18 23 26 + 3 
17% 21 21'/, + 
49\/ 57 574% + % 
35/, 36% 37% + % 
131 185% 19 + ¥% 
12/, 17%, 18 + % 
165% 21', 23 + Il, 
8/4 10% 10% ion 
27 30% 30% + 4% 
31% 341/, 34 am Ye 
455 457, 46 + yy 
4V/s 53% 6l/g + % 
40!/, 4l 40!/2 — 'A 
27/4 314% 31% == 
97\/4 129'/n 132 ~~ 
5%, 8% 8%, + 
5! 6l/, 69% — 
8/, 11% 11% — 
4 55% 6 + % 
12'/%, 24%, 26'/, + lA 
1% 2% 3 + \y 
25% 4% 4% — 
5i/, 7 7%, + I, 
4\/, 1/2 7 — VY 
7% 7% + % 
oo 6% 7/g + % 
— 10V/ 10%, + Vf, 





A—Also extra or extras. B—Annual rate plus stock dividend. E—-Paid last year. F—Payable in stock during 


1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock 


cash value on ex-dividend or ex-distribution date. 


uring 1960, estimated 





ANALYSIS: While the overall mar- 
ket was dropping slowly over the 
week-long trading, the EM WEEK 
average recorded a slight gain of 4 
pt. Wall Street, it appeared, has 
weathered the recent wave of inter- 
national news and most experts were 
optimistic about the market’s fu- 
ture. Thirty of the 53 key issues fin- 
ished the week-long trading on the 
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plus side and those that failed to 
register gains suffered, at the most, 
minimal losses. Five new highs and 
three new lows were recorded. Mag- 
navox, after suffering a temporary 
setback last week, again led the ad- 
vancing issues with a plus 34. Ze- 
nith and Hoffman jumped 2% pt. 


General Dynamics and General Elec- 


tric led the declining stocks. 
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NOTHING LIKE IT FOR FEATURES AT A PRICE! 


Here’s the new foodkeeper with 
something for everybody. Giant 
13.6 net cu. ft. food storage capac- 
ity! Custom tailored cold! Top- 
of-the-line Supermarketer styl- 
ing. And all at a suggested list 
many dollars below today’s 
market. Compare! 


© No Frost Anywhere © “Clean back” cabinet installs flush against wall 
© U.L. approved for recessed installation @ 5.14 net cu. ft. freezer plus 
8.5 net cu. ft. refrigeratoer—total capacity 13.6 net cu. ft. © 3 sliding 
shelves © 2-compartment drawer for meats and vegetables © Butter and 
Cheese Keepers © Ice Keeper for 160 cubes © Split-Level lighting © 
Deluxe bottle opener door handle @ Magnetic Gasket door seal 


FOR FULL DETAILS, CALL YOUR PHILCO DISTRIBUTOR TODAY! 


NEW PRODUCTS 
OF SPACE AGE 
RESEARCH FROM 
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PUT VOURS-€ l F 1 N Be ie Vey GcR’S SEAT WITH KELVINATOR 


Ramblers are rollin g 


to Kelvinator Dealers! 


Across the country, more and more appliance 
dealers are selling Kelvinator. . . driving Rambler! 


Early qualifiers in the “Sell Kelvinator — Drive 
Rambler” program, like the ones shown below, 
are selecting their Ramblers now and soon.will 
start working on their second! 


Worth far more than a week in a resort, America’s 
finest compact car will take Kelvinator dealers 
on “trips” lasting 30,000... 50,000... 75,000 


miles or more! 


It can help them make more sales and win more 
Ramblers, too! Many dealers are planning to use 
their Ramblers as awards in consumer promotions! 


In more ways than one, the “Sell Kelvinator — 
Drive Rambler” program is adding substantially 
to Kelvinator dealers’ net profits in 1961! And 
every Kelvinator dealer can participate in the 
program — even the smallest! 


There's still time to put yourself in the driver's 
seat with Kelvinator. Why not call your 
Kelvinator representative today for full details? 


IN SAN JOSE, CALIF., Kelvinator dealer Franz Niederauer (center ) IN MARSHALL, TEX., B. S. Manly (second from left), Kelvinator- 
gets ready to test drive a new Rambler American. Handing him the keys B. F. Goodrich dealer, meets with Kelvinator Zone Manager K. C. 
is Rambler dealer Ray Ely, while Fred Cox, Kelvinator District Man- Mulkey (left), Rambler dealer Paul W. Wood (second from right) 
ager, looks on. and B. F. Goodrich representative C. L. Burt to select a new Rambler. 


KELVINATOR DIVISION, AMERICAN MOTORS CORPORATION, DETROIT 32, MICHIGAN 
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